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4 HARVEST OF GOLD FOR AD- 
VERTISERS. 
By Milton F. Platt. 


It is safe to say, and it will be borne 
out by facts stated in this article, that 
n the history of the country the pros- 
pects were never brighter than now 

rarich reward to follow the efforts 
of every legitimate advertiser. Legiti- 
mate, because admittedly there must 
be merit in whatever is advertised for 
success to be hoped for from publicity, 
no matter how favorable surrounding 
circumstances may be. 

At the present time it is incumbent 
n men seeking to extend their busi- 
ness by advertising to look over the 
field and see what are the prevailing 

nditions affecting the masses—the 
purchasers—the investors—the specu- 
ators, 

lo say that we have reaped an abun- 
harvest is to create a cheerful 
picture of prosperity ; but to say what 
the gathered crops consist of, to state 
their value and compare the situation 
and prospects with those of former 
periods, will reveal quite another study, 
and one upon which thoughtful adver- 
tisers may dwell with profit. 

here are times when immense crops 
would mean just such an immense sur- 
plus of products to cast upon the mar- 
ket, depressing prices and demoralizing 
trade generally by the contraction in 
values following increased cost of hand 
ling, transportation, etc. The result 
would inevitably be a lack of prosperity 
and a dull, clogged condition of busi- 
ness in every section influenced direct- 
ly by the glut of merchandise, and in- 
directly felt throughout the length and 
breadth of the land. 

3ut this year, with our phenomenal 

ps comes a no less phenomenal de- 
man them. The wheels of busi- 
ness are brightened by the friction 
caused, and are not found rusting by 
reason of the stagnation resulting from 
overproduction. 


dant 
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Chauncey M, Depew, than whom 
there are few men in the country better 
qualified to forecast the futt 


ire business 


prospects of the country, spoke as fol- 
lows concerning the outlook when ad- 
ot 
reference to the 
abundant harvest of the present year 


York Chamber 


recently in 


dressing the New 
Commerce 


These conditions are going to make railways 
more than usually prosperous in thir net 
earnings; are going to give an unusual busi 
ness to every house, no matter what the par- 


ticular article in which it deals; are going to 
put an amount in the hands of the farmer 
such as he has not had in a long time before; 
are going to lead to the construction of new 
lines of railway ; are going to make a demand 
for iron, coal and coke; are going to pour 
back into this country in the next fiscal year 
twice the surplus of imports of money over the 
amount we expend abroad. 

If any doubt exists in the mind of 
an intending advertiser as to when or 
whether he should begin to address the 
public ; or if any advertiser who is con- 
templating extending his lines is rea- 
soning with himself as to the amount 
by which he should increase his ex 
penditure, let him ponder the following 
figures for a little while and catch an 
inspiration from them. 

To begin with, the corn crop of the 
present year will approximate 2,000, - 
000,000 bushels, or 500,000,000 bushels 
more than the crop of last year or the 
average crop of the past fifteen years. 
The highest and lowest prices at which 
corn sold per bushel in Chicago in 1890 
(not export prices, which are always 
higher) were 537% cents and 27% cents 
respectively, the average being 39 cents. 
During the expired portion of the pres- 
ent year, with the tendency upward 
all the time, the highest, lowest and 
average prices have been 673 cents, 
47% cents and §9 cents per bushel. 
We thus have 1,500,000,000 bushels 
representing a gain of 20 cents a bushel. 
which is equal to $300,000,000, and 
500,000,000 bushels in excess of last 
year at 59 cents a bushel, $295,000,- 
000, or a total increase of $595 ,000,000 
over the aggregate value of last year’s 
crop. 
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As to wheat, our crop will yield 600,- 
000,000 bushels, against 400,000,000 
bushels last year—an increase of 200,- 
000,000 bushels. The prices at which 
wheat sold per bushel at Chicago in 
1890 were: highest, $1.0814 ; lowest, 
7414 cents ; average for the year, 8914 
cents. This year, so far, the highest, 
lowest and average prices have been 
$1.13, 85 cents and 93% cents. Here, 
then, we have 200,000,000 bushels in 
excess of last year, at 9316 cents, 
$187,000,000, and 400,000,000 bush- 
els, at the average advance of 414 
cents, $17,000,000, or a total gain of 
$204,000,000. 

And the wonder is not that prices 
are as high, but that they are not 
higher, in view of the demand and the 
conditions prevailing abroad, authori- 
ties on the subject characterizing the 
quotations at present existing as ab- 
surdly low in the face of the strength 
of the situation both at home and at 
foreign centers. 

The aggregate gain in the value of 
corn and wheat alone, taking the offi- 
cial figures and not presuming on bet- 
ter prices, is thus shown to be in the 
neighborhood of $800,000,000., 

These are the principal features of 
the outcome of the harvest, but there 
are others none the less encouraging. 
For example, there is a foreign demand 
for rye such as never before existed, 
and a crop the heaviest on record. Of 
this cereal we are now exporting mill- 
ions of bushels, where we have pre- 
vious to the past few months shipped 
but insignificant quantities. The gov- 
ernment returns show that for the past 
four months our exports of rye have 
reached the value of $5,617,291, against 
$158,061 for the corresponding period 
of 1890. Wheat and flour shipments, it 
may be mentioned, during the same four 
months, were valued at $87,288,713, 
against $28,341,556 ; the total exports 
of breadstuffs, $101,158,156, compar- 
ing with $36,997,473. These figures 
are quoted to show that the estimates 
given above have facts behind them. 

If we go a step further and take the 
totals of all cereal crops of the current 
and past years, we have an aggregate 
of 3,455,000,000 bushels, against 2,- 
515,000,000 bushels, showing an in- 
crease for 1891 of 940,000,000 bushels, 
which will net the country at least 
$850,000,000 more than the crops of 
18go0 produced. 

Against this, it is only fair to state 
that we are suffering from a deprecia- 
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tion in the price of cotton. To a cer- 
tain extent economy is being practiced 
abroad in the consumption of this 
staple ; and this economy, coming o 

top of our late very heavy crop of 
8,650,000 bales, is the natural outcome 
of the poor harvests in foreign coun- 
tries. An equally natural outcome, 
however, of the failure of foreign crops 
is the demand for breadstuffs fron 
these shores, the export prices of which 
set the standard for our home markets. 
The loss on cotton, although heavy, 
is nevertheless incomparable with t! 

gains made in other directions, aggre- 
gating at most $60,000,000. 

But even supposing prices fall, and 
the estimates made are high (the price 
of corn may be somewhat modified 
when the new crop comes forward, 
but wheat is likely to rule higher), 
there is a margin of wonderful size for 
changes to work upon, 

What the precise effects of such vast 
harvests will be it is impossible to de- 
termine. They are to trade as water 
to the wheel, wind to the mill, steam 
to the engine, and are only now begii 
ning to be realized. The corn-produ 
ing sections of the West have but in a 
very small part reaped the advantag: 
of the heavy crops, while the produc- 
ing sections generally have scarcely 
tasted of the good things to come fro: 
the marketing of their commodities 

Here, then, will be hundreds cf 
millions of dollars for purchases, for 
investments, for outlay in all dire 
tions. And the money cannot ail b¢ 
kept in the hands of the farmers. 

Railroad presidents, in the reports 
that have recently been made public, 
mourn the dulness that prevailed dur- 
ing the year which their accounts cov 
ered, the majority ending on June 30 
last. But behold the change in the 
returns since issued! ‘Take one road 
as an example—the Chicago, Milwav- 
kee and St. Paul. Its October gross 
earnings showed an increase of $570,- 
885, and since July 1 its gain has 
been $1,154,668, comparing the peri 
ods named with those of last year 
And this is not an isolated case, as 
may be judged from the fact that som 
roads, like the Chicago, Burlington é 
Quincy and the Pennsylvania have ™ 
cently declared increased dividends 
while others, like the Erie, have re- 
commenced payments to stockholders 
after long periods of suspension. 

It may be said that the farmers will 
economize and pay off their mortgages. 
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Let them do it. They are doing it. 
[he mortgage holders will seek other 
wutlets for their money. The cash will 
irculate, no matter who circulates it, 
and the alert advertiser will see that 
is schemes or his goods are not con- 
uous by their absence from the field 
ng surveyed when the men and the 
money come along. 
Che distribution of the increase in 
e wealth of the country, vouchsafed 
to us by the favorable harvests at home 
ind the unfortunate conditions abroad, 
| be as widespread as it is bounti- 
Nothing can stop it If the 
money is banked by those who get it 
rst, the banks must let it go for it to 
be productive, so that in any case the 
stupendous addition to the spending 
power of the people, equal to about 
$12 per capita of the population, will 
get into every channel of trade, regard- 
less of the petty restrictions with which 
iny class of pessimists may seek to 
surround it. 
Advertisers, here and now is your 
golden opportunity—can you do aught 
else but embrace it ? 


; «or > 
OBITER DICTA, 
By Joel Benton, 


The London blacking firm which 
put its sign or legend on one of the 
pyramids of Egypt was not altogether 

most ingenious and audacious of 
They are, at least, a trifle 

lone for audacity by a clothing 
Wer in Cincinnati, who writes to the 
etary of State of Ohio as follows : 
Knowing you to be an official who always 
the welfare of the State at heart, permit us 
ike a proposition that will be the means of 

ig the State thousands of dollars. Under 

e new election law the State, through you, 
1s to supply all the election tickets, We will 
ree to furnish same, under your supervision, 
ir expense, provided you will allow us to 

it on the face of each and every one of them 
* Buy *s Cincinnati home- 
It is the best and clheapest.”’ 


1ivertisers, 


words ; 
clothing. 
The truth, probably, is that, aside 
n any considerations of ethics or 
the addition of words of any 

1 on an election ticket under any 
our new laws would be illegal. In 
Connecticut certain hieroglyphic marks 
n a few tickets invalidated them at 
e last State election. But there 
vould be no objection, if the firm in 
iestion wish to do something broad- 
tand generous, if it would furnish 
tical tracts, of the right party 
np, for each party, free, and add 
thereto its informing business direction. 
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I believe it is not an absolutely un- 
known thing in England for the book 
publishers to add a few advertising 
leaves at the end of a book, between 
the leading text and the final fly-leaves. 
In this country you will sometimes see 
in standard books several pages of the 
book-titles of the firm’s list ; but not a 
paragraph, I think, of general adver- 
tising—except in a fe 
In our magazines, of course, the habit 
prevails of flush advertising at the be- 
ginning and end of each issue, without 
limit. In the English magazines a 
colored leaf two may sometimes 
thrust itself through the very middle of 
the magazine, and through the middle 
of an article, too, on a purely mercan- 
tile and non-literary commodity. And 
I don’t see why, for the advertiser of a 
general business which appeals to the 
whole country, an advertisement in a 
book, which is bound to be widely cir- 
culated, would not effective. If 
some one of our enterprising soap ca- 
terers or sarsaparilla devisers could 
have had his ‘‘ best of all,” ‘*‘ beware 
of counterfeits,” emblazoned the 
back leaf of ‘*‘ Uncle Tom's Cabin’ 
or ‘‘ Ben Hur,” not bound in, it would 
have been (no pun intended) booked 
for perennial readers. The libraries, 
as well as families, would have had it 
forever before them. 
* * 


Vv paper novels. 


or 


be 


on 


* 

I do not say that all books would 
accept, or should accept, what to the 
esthetic reader might not be agree- 


But such a little book 
** Don't,” which went through a large 
number of editions, or such a little 
book as ‘‘ English as She is Taught,” 
which has already achieved 100,000 
copies, would carry an advertisement 
a great way, and to a multitude of eyes 
for an indefinite period. A book sim 
ilar to the last named, forming one in 
the series, and, owing to its senti- 
mental topic, likely to be in everyone's 
hands, will soon be out and will be 
marked by this advertising feature. 
The advertising pages in it will be few 
—perhaps not over three or four; and 
either one firm will monopolize the 
whole space, or three or four will take 
apageeach. A peculiarity of the allot- 
ment will be that only one of a trade or 
kind will be admitted at any price. If 
one magazine should be admitted— 
which would be an appropriate thing 
in a book—it will have no competition ; 
and so on of our insurance companies, 
and so forth. Each advertiser must 


able. as 
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take a page, or even pages, and will be 
encouraged to make his contribution 
as artistic as possible. 

When the thing is done—if there 
should be interest in the matter—I will 
give further particulars concerning it. 

* * 


* 

Country travelers must often notice, 
as they pass farm-houses, the huge 
windmills of different patterns that are 
to be seen from the highway. They 
will notice, also, on by far the larger 
number of them, the large lettered 
signs of the makers—signs as large, in 
fact, as the signs of a country store or 
grocery. What is peculiar about this 
is that the advertising is had for noth- 
ing. The maker simply puts his sign 
on, and the farmer doesn’t think to 
object. As it covers about two blades 
of the wheel, why doesn’t the farmer 
get a rebate in price for holding it up 
to every wind that blows, and to the 
halcyon sky, and then sell the remain- 
ing spaces to his neighboring village 
traders and merchants? To carry the 
maker’s imprint on his buggy or farm 
wagon is not quite the same matter ; 
for the imprint is always modest and 
can never be read at a distance or 
without a little attentive scrutiny. The 
sign on the windmill is surely worth 
paying for, or else it deserves painting 
out. But farmers do not live up to all 
their opportunities, and as a class lack 
the commercial instinct. 

dmcnemnidile . 
ADVERTISING INVESTMENT 
SECURITIES. 

By Wm. Wattenberg. 

A Chicago cashier complains that he 
has never seen a suggestion in PRINT- 
ERS’ INK in connection with financial 
and investment advertising. 

There is really not much of such ad- 
vertising done; a man who does a 
thousand dollars’ worth will acquire 
quite as much insight in the course of 
that expenditure as though he did ten 
thousand dollars’ worth, and this ap- 
plies to few other kinds of advertising. 
Those who have not already spent 
“*their thousand” may care to read 
what follows, and possibly save a little 
money. 

I take it for granted that the in- 
quirer in point had in mind the adver- 
tising, put forth in good faith, of 
legitimate parties doing business on a 
permanent basis, and that he would 
not include the advertising of rccent 
**boom” companies, who offer shares 
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of stock ‘‘ at prices which place them 
within the reach of all,”” and who suc- 
ceed, by the eloquence of type, in un- 
loading masses of stock of which they 
could not possibly relieve themselves 
through regular financial channels, 

No concern, with shares of stock, 
railroad or other bonds, or investment 
securities of any description to dispose 
of, can advertise to advantage in more 
than forty (40) of the papers and peri- 
odicals of every nature issued in the 
United States. 

How many and which of these forty 
shall be used depends on the precise 
nature of the thing offered. Where 
the market value of the smallest share, 
or of the bond or other security is not 
below, say, $500 (so that no investor 
with less than that amount in hand can 
become a customer) the forty might 
even have to be cut down to ten. 
There are many people who at inter- 
vals have $100, or oy or $350 to 
invest who do not happen to reach the 
larger sum, and, excluding the so- 
called railroad millionaires, it is the 
moderate class who hold the bulk of 
money. 

Financial and investment advertising 
differs from ordinary advertising, for 
one thing, in this respect: In most 
other advertising you have the happy 
privilege of trying to create, and often 
creating, a customer out of a man or 
woman upon whose will or fancy alone 
depends the question of patronage. 
Very likely the article you offer is low- 
priced—an every-day affair; a pur- 
chase of it is no serious financial mat- 
ter; and there are few so poor that 
they cannot do reverence to your ad- 
vertisement by patronage, if they wis 

But suppose you have a thousan 
shares of stock at $240 net apiece to 
sell to the public ; can you succeed by 
simply playing upon human nature or 
captivating the fancy of a million 
readers? No. Out of the millior 
readers there may be nine hundred an 
ninety thousand who never have money 
to invest in stock. The other ten 
thousand might buy your shares, or a 
few of them. They would, doubtless, 
be influenced by false representations 
regarding the stock, but very little by 
the mere charms of literature or the 
attractions of typography. In decid- 
ing whether or not to buy, reason 
alone is supposed to be potent. ‘The 
question simply is: ‘‘ Are these securi- 
ties perfectly safe, and will they yield me 
as much interest or profit as I want?” 
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Obviously, an advertisement of 
bonds or securities rarely accomplishes 
a sale. If an inquiring investor is 
favorably impressed he writes to you 
for additional information and details. 
If investigation convinces he buys. 
Che whole affair is one of analytical 
reasoning. 

The key in investment advertising is 
eld in this proposition : In any par- 
ticular million people in the country 
there are only a certain small number 
vho can, under any circumstances, buy 
yonds or investment securities ; no ad- 
vertising can add to that small num- 
ber; that small number will invest, 
not on the spur of the moment or be- 

use an advertisement is graceful, but 
after assuring themselves that the in- 
vestment is safe, substantial and profit- 
ible. The advertisement is usually no 
more than the button which the intend- 
ing investor presses. You must still 

o the rest. 

For investment advertising the fol- 
lowing publications have been found 
most satisfactory. The leading finan- 
cial concerns in New York confine 
their advertising almost wholly to 
these, except under unusual circum- 
stances, or when experiments are 
nade : 

North American Review, 
Forum, 
The Century Magazine, 
Harper's Magazine, 
Scribner’s Magazine, 
Public Opinion, 
Commercial and Financial Chronicle, 
New York Observer, 
Christian Union, 
Churchman, 
Evangelist, 
Examiner, 
Independent, 
Boston Congregationalist, 
Banner of Light, 
Golden Rule, 
Watchman, 
Zion's Herald, 
besides a few other religious journals, 

Circumstances bearing on a given 
case might operate to exclude some 
amed above, and to incliftle one or 
two not mentioned. The meagerness 
of the list will, no doubt, surprise 
many. 

A bank advertising for new deposi- 
tors in its own city is, of course, out of 
view in what is said above. In Chi- 
cago the Tribune is probably the 
favorite on all sorts of financial adver- 
tising, though there is no reason why 
the Mews should not share the honors, 

* The editor of Pemvrers’ Ink does not as- 
sume any responsibility for the accuracy of 
this list, 


if it does not do so. In Boston the 
Daily Globe and Daily Herald are in 
the front as regards capacity to move 
dollars: in Philadelphia the Press 
ranks first. Nowhere is very ambi- 
tious advertising needed for a bank de- 
siring new depositors; an announce- 
ment that a bank wishes to add new 
accounts will at once attract notice 
from persons who are restricted in 
selecting a bank by the close conditions 
required in many of them, and who 
will argue that a public solicitation of 
new accounts implies liberality in the 
conditions of entrance. 

- -o;, 

THE END OF IT ALL. 
‘By Wilder Grahame. 


Enthusiastic pen-painters in the pro- 
fession of advertising predict such con- 
stant and rapid growth in the methods 
of the future that one is at once tempt- 
ed to look ahead and see if possible 
where human ingenuity will some day 
reach the line of the impossible. That 
it must reach it is certain unless that 
period is preceded by an entire change 
of business methods; such, for in- 
stance, as the introduction of Bellamy’s 
** Nationalism.” 

Consulting a file of any newspaper 
or magazine is enough to show one 
that the pioneer attempts at advertising 
were novelty enough in themselves to 
attract attention without the aid of 
striking designs. All were prominent 
because in the advertising column—a 
very limited department. Then, too, 
with the more restricted opportunities 
for obtaining reading matter, every de- 
partment was carefully read and com- 
mented on. Any one who has by some 
misfortune been confined to an uninter 
esting bar-room in a country tavern 
for an hour or two, with nothing but 
a single newspaper to while away the 
time with, can appreciate how thor- 
oughly every department can be read, 
even though no longer a novelty. 

But for the average reader in the 
majority of places, two important 
changes have taken place that render 
the advertiser's task more difficult than 
formerly : First, periodicals have mul- 
tiplied to such an extent that only the 
most interesting are read, and they, 
generally, in a hurried manner. Sec- 
ond, advertisers are so plenty in each 
periodical that the attention is only 
secured by preparing something inter- 
esting and attractive—something that 
will not only outrival rivals but at- 
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tract from all other departments to its 
own. This is what has made the ex- 
pert advertisement writer a necessity. 
To excel in originality or pleasing ef- 
fect is to make the successful adver- 
tiser, so far as the first step—attention 
—goes. 

But any writer, private or profession- 
al, can mention at random at least a 
dozen different styles that have been 
successfully worked for a short time 
and then allowed to drop into disuse. 
Most of these, too, were pretty thor- 
oughly in disfavor before discontinued. 
All of which proves that there can be 
no style so popular, no device so 
original, no ingenuity so perfect as to 
remain in lasting favor before the 
public. 

The last few years have shown an 
amount of surprises to the reader of 
advertisements that makes the most 
sanguine wonder if it can always con- 
tinue ; if the mine of originality must 
not soon be exhausted by this enormous 
drain upon its resources. Surely the 
candle must burn down to the end; 
and what then? The answer is to be 
found, not in the papers but in the 
people. 


Advertisements were first read be- 


cause they were a new attraction and 
because there was nothing else to read. 
Both of these conditions have now been 


removed. ‘There is only time to read 
that of the most immediate personal 
interest. The seeker for news has no 
desire to waste his time reading an at- 
tractively headed or a “‘ blind” story 
more than the seeker of a certain soap 
cares to have a cough remedy thrust 
upon him. Both are like bad weeds— 
obnoxious, because out of place. 

The successful publisher respects 
this phase of human nature and does 
not try to thrust a poem before the 
eyes of the busy merchant searching 
for the market reports. He assists, in- 
stead of misleading, his customer by 
making it as easy as possible for him 
to find what he really wants. If he 
cares to read the poetry in his leisure 
hours, it is to be found in its own de- 
partment. 

A newspaper is made up of many 
departments, each one a separate jour- 
nal, practically, for some specialist. 
One or two only interest the individu- 
al, but it takes the composite journal 
to succeed in the composite mass of 
people. In this there is a lesson for 
the advertiser that has been learned by 
some of the more progressive already. 
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Seek to attract the interested individual 
rather than to deceive the mass of in- 
differents. 

In making this statement I do not 
confine myself to that class of adver- 
tisements called “‘ blind.” They are 
too universally condemned to need fur- 
ther comment. But there is a very 
pronounced tendency for every adver- 
tiser to become a general advertiser ; 
to spend too much ammunition on the 
unwilling and uninterested reader and 
not enough in giving detailed informa- 
tion to the seeker after that particular 
brand of goods. ‘* You must buy 
soap” is the too common appeal to all 
classes, instead of the more direct one 
to the interested: ‘‘If you are in 
need of soap, these are the merits of 
mine.” 

With the commercial world in its 
present condition, such a change might 
not now be to the advertiser's advan- 
tage; but the time is surely coming 
when less attention will be paid to dic- 
tating what the reader is to buy and 
more to a simple statement of the 
value of the article advertised to one 
in search of that class of goods. 

People will not then expect the con- 
tinuation of the present craze for nov- 
elty. Artistically arranged but not el- 
aborate statements of facts alone will be 
required, The facts must be facts and 
the artist up to the times, but rivers 
are not required to run above the level 
of theirsources. Only the level of the 
popular sense of art will be essential, 
and the source of this current will 
make it inexhaustible, and not, like the 
high-pressure inspiration of the pres- 
ent, dependent for its supply on levels 
higher than the every-day life of the 
cultivated senses. 

The approach to this end will not 
be through a lower level than the pres- 
ent. I hope to be among the last 
to predict a single step backward to 
the advertising world, or to reflect upon 
its present position. I believe that no 
other branch of commercial or journal- 
istic life so young has ever climbed so 
high. And I predict for it a higher 
sphere. 

Now it is clearing the stage, as it 
were, for the something better soon to 
come ; and, with its meteoric shots and 
flashes, winning the way into public 
favor and preparing for a general ap- 
preciation of its artists and a recog 
nition of its place on an equal footing 
with the best literary, artistic, and com- 
mercial attainments. 
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MODERN ADVERTISEMENTS FOR 
MODERN PEOPLE. 


By C. D. Clapp. 


There are any number of shrewd men 
that have been successful in the past, 
who have not been good advertisers, 
but the question is asked: Do they 
meet with the same measure of success 
to-day ? 

Take any remedy or article of use or 
consumption and it will be found that 
in the present day there is not one but 
has its companion or equal, which once 
tried, retains its value in the minds of 
the user or consumer, 

What a common saying it is in ref- 
erence to an article: ‘‘It is the very 

est thing,” when probably it is the 
only article ever used by that person 
for the purpose intended. Other ar- 
ticles there are, equally good, but this 
person cares nothing for them as long 
as the one in hand proves successful. 

So it is with many of the common 
necessities of life ; there are any num- 
ber of good, reliable articles, all suita- 
ble to the same wants and purposes. 
As these articles grow more numerous, 
the proprietors must improve and in- 
crease their individual means of reach- 
ing the public or be content to let 
others lead them in the race for busi- 
ness and wealth. A remedy—no mat- 
ter how good—will lose its hold on the 
public unless persistent advertising is 
kept up. The man who made a suc- 
cess several years ago stands no show 
n the present day unless he has ‘* kept 
ip with the procession.” He must 
endeavor to keep to the front in the 

ie of modern advertising. 

It is safe to say that there are any 
number of artieles known by the trade 
for twenty years or more, which are to- 
day being outsold by more recent in- 
troductions, just because the latter have 
been handled by a judicious and suc- 
cessful advertiser. 

Our population is increasirf® in num- 
bers just as money grows at compound 
interest. New homes are being estab- 
lished every day, and as they are new 
homes they must be reached with new 
ideas. The men who make the great- 
est success in a business point of view 
—that is, the most money—are those 
who are constantly seeking new busi- 
ness, 

There are none too many of the good 
articles of common use to-day, but 
there zs a lack of good judgment dis- 
played in properly bringing them be- 
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fore the public. If the proprietors 
of many of these articles would join 
forces with Printers’ INK and some 
of the bright advertisers of the day, 
they would enjoy an era of prosperity 
which would please and surprise them. 
It ought to be an encouraging and 
enticing thought to the advertiser that 
the population of this country will soon 
be doubled, as has been shown by re- 
cent figures ; and certainly one’s busi- 
ness, if successful, should grow with 
the population. 
FROM CAPSTONE TO FOUNDA- 
TION. 


‘By F. M. ‘Banker. 


\ 
Attention 


Comprehension 


Appreciation 


An advertisement constructed on the 
elementary principles illustrated in the 
above figure cannot fail to be a good 
one. As we approach from a distance, 
the bold, clear-cut outline of the cap- 
stone, rising far above the common- 
place landscape, fixes our attention 
from its prominence, distinctiveness 
and individuality, Our curiosity is 
stimulated, and, drawing nearer to 
gratify this most powerful of all hu- 
man instincts, we begin to comprehend 
its comprehensiveness and to digest its 
suggestiveness. 

It should be full of this element of 
suggestiveness to arouse further curi- 
osity and stimulate further inquiry. 
An advertisement that tells all it knows 
at one sitting, and exhibits no indica- 
tion of reserve intelligence, is like an 
individual of the same capacity. 

An advertisement that lives, breathes 
and pulsates with the volumes of good 
things it would like to tell you, if it 
only had the time, and points out an 
easy and delightful way by which you 
may learn ‘‘ whether he married the 
girl” and ‘‘ what became of the vil- 
lain,” etc., has the ‘‘ pull” on human- 
ity in general. 

A public speaker who has the faculty 
of stimulating thought by the very sug- 
gestiveness of his sentences thereby 
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engrafts them on the thoughts of his 
hearers, where they take root, and can- 
not be eradicated without destroying 
the mind in which they have been 
lodged. The suggestiveness should 
be just vague enough to challenge 
thought, and not so vague as to seem 
purposely so. A joke that requires to 
be explained loses its force and humili- 
ates the joker. Therefore, ‘‘ brevity is 
the soul of wit.” 

Now we approach the solid founda- 
tion upon which a good advertisement 
rests—appreciation, 

The reader of an advertisement must 
feel that he has been entertained and 
benefited. He feels drawn toward the 
advertiser because the spirit of the ad- 
vertisement strikes a sympathetic chord 
in his own nature, and he feels that the 
advertiser can be trusted. I am pro- 
ceeding upon the supposition that both 
parties to this allegory are bonest. If 
they are not, there can be no founda- 
tion to the advertisement, as the very 
first transaction would very likely dis- 
solve the foundation. 

The influence of a good advertise- 
ment does not end with the reading 
nor with the first transaction which 
grows out from it. If it is a dishonest 
advertisement it will rise, like Banquo’s 
ghost, and ‘‘ will not down.” But if, 
on the other hand, it is a good adver- 
tisement, by an honest advertiser, it 
will never die (because he will pay for 
its insertion continuously), but will live 
and pour out its benedictions upon all 
who have any connection with it in the 
remotest degree. 

SRE LE 


ADVERTISING IN 1851. 
From the New York Daily News. 


To obtain a conception of the won- 
derful advance advertising has made 
during the last four or five decades of 
years, and to appreciate the great prog- 
ress in appliances adapted to promote 
comfort and convenience, one cannot 
do better than peruse the advertising 
columns of a file of old newspapers. 

The press of 1851-52, it is needless 
to say, was of a far different character 
and scope from that of to-day. News 
was not sought for with the eagerness 
of the present, the “interview” was 
almost unknown, advertising was 
meagre and conservative, and the daily 
papers were to a great extent personal 
organs. A large part of the space now 
given to intelligence from all parts of 
the world was then devoted to reports 
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of lectures, etc., with a seasoning of 
such items about ‘‘fat hogs” and 
similar incident as are now relegated to 
the country papers. 

The modern advertiser who expends 
his net income for last year in advertis 
ing during this year had not yet ar- 
rived. 

The great retail houses who now {fill 
column after column with their an- 
nouncements that *‘ our goods are sold 
at half value” and “‘ at prices no other 
house attempts” were still to be cre- 
ated, and the housewife then knew no 
“‘bargain days,” when she might 
struggle in the mob to buy useless 
things because they are cheap. 

The retail dry goods merchant an- 
nounced in sober phrase *‘ that at his 
store,” located, most likely, on Pear! 
street or lower Broadway, ‘* would bi 
found a fine assortment of linens, de- 
laines, silks, etc., at prices within the 
reach of all.” 

No cuts of well-dressed men or 
dirty-faced boys marred the dignity of 
the advertising pages of those days. 

A young man named Singer had re- 
cently come to the city with an inventio: 
which was to revolutionize the world of 
female labor, and thus had announced 
the advent of the ‘‘Singer Patent 
Straight Needle Sewing Machine”: 
‘*The machine executes all kinds of 
seaming and stitching in a style of 
strength, durability and beauty never 
surpassed.” The price of the new ma- 
chine was $125. 

The inventor adds, to convince all 
doubting souls who are wary of ‘* new- 
fangled” notions, that a “perfect 
demonstration of the utility and benefit 
of this invention will be furnished.” 

The day of fire-proof and burglar- 
proof safes had arrived, and a manu- 
facturer of that article, so useful to 
newspaper men and others of large 
fortune, states that ‘* the lock business 
may be termed industry and energy 7. 
craft and villainy,” and adds, signifi- 
cantly, that ‘‘ he,”’ the advertiser, ‘* has 
just gained his suit” against some in- 
fringer on the patent. 

Mr. Devoe informs the public that 
he ‘‘ has on hand choice beef, mutton, 
lamb and veal, taken from fine healthy 
animals, selected by himself ;” and a 
manufacturer of slates for roofing in- 
forms the public that his ‘‘ slates are 
far superior to shingles for city 
houses !” 

All have heard of the Hoe presses, 
but few know that about this time the 
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Hoes were doing business in a modest 
way as saw manufacturers in Cliff 
street. 

Ihey exhibited in the American 
Institute Fair, held at Castle Garden. 
The directors announce that ‘‘ the 
Garden will be brilliantly lighted 
every evening,” and, to cap the climax 
of splendor, add that ‘‘use of cam- 
phene will be entirely dispensed with.” 
- Weare apt to think Colonel Sellers 
a modern type, but he shows himself to 
have been just as ready to benefit our 
predecessors as he is to offer us oppor- 
tunities for a fortune. ‘‘ Two young 
men with $100 each can learn of an 
opportunity to make $1,500 a year,” 
presumably for themselves, but possi- 
bly for the advertiser. 

Other good chances for ambitious 
men present themselves. ‘* Agents are 
wanted ; $25 to $50 easily made selling 
the life of Kossuth.” The publisher 
neglects to state how long it will take 
to make the amounts mentioned, but 
that is probably an oversight. Every- 
thing was Kossuth, hats, parties, clubs, 
balls, etc., but other things engaged 
the public attention and the Hungarian 
is forgotten. 

Now, here is something 
ladies 


for the 


‘The writer just arrived from the 
Orient, possesses the valuable secret of 
the Circassian ladies of improving and 
retaining the fine complexion for which 


they are famous.” ‘This philanthropist 
from the East will kindly impart the 
mysterious secret for the sum of $1 by 
mail, but his kindness was outdone by 
another who had established a “‘ pri- 
vate clinique to protect,” as he says, 
“the feelings of the virtuous poor 
from unnecessary exposure before a 
medical class.” 

The poet does not fail to appear, and 
we find the proprietor of an ‘“‘ Infalli- 
ble Insect Destroyer and Vermin 
Eradicator” breaking forth into this 
nellifluous lay : 2 

Bring out your powder canister, 

We'll charge the bugs to-day, 
The weather's warm, the insects thrive, 
We will not leave a bug alive, 

Within our rooms to stay. 

Looking down a little further, Adams 
Express Co. announces that its time 
from New York to Pittsburgh has been 
reduced to fifty hours, and the price to 
$3.50 per hundred, while for ‘‘ heavy 
goods” it takes from 214 to 4% days 
to reach Pittsburgh. 

This is followed by the advertise- 
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ment of the ‘‘ California Express,” 
which is willing to take packages for 
that section at forty cents a pound and 
letters and papers at three cents each, 
to be delivered in thirty days. 

But enough of business Let us 
amuse ourselves. We turn to the 
amusement columns in order to choose 
a theater, and run down the list of ad- 
vertisements. Catherine Hayes at 
Tripler Hall m Houston street, 
3rougham’s Lyceum, Burton’s The- 
ater, Barnum’s and the Bowery The- 
ater are before us to choose from 

Catherine Hayes, we learn, will give 
a concert, and the wealth and fashion 
of the city, doubtless, will be there, 
for she is a cantatrice of renown wide- 
spread. 

They had a ‘‘ 400” then, and the 
grandes dames of Bond street and 
lower Second avenue in their crinoline, 
their ‘‘leg-of-mutton” sleeves and 
gorgeous cashmere shawls were not 
loath to display their finery at theater, 
concert or opera. 

The dramatic reporter next day re- 
marks: *‘ Long may she delight us 
with melody such as only she can pour 
forth.” 

O! days of long ago you are gone, 
and the melody and beauty and fashion 
that made you bright and joyous are 
now but a memory treasured up by a 
tew grandfatherly old gentlemen and 
loquacious old ladies. 

Next comes the Bowery, that ancient 
home and shrine of tragedy and melo- 
drama. The advertisement before me 
states that ‘‘ Wallace’”’ is the play, and 
that ‘* boxes are twenty-five cents, the 
pit 1244 cents and seats in the orchestra 
boxes fifty cents. 

We find that the ‘‘ Ravels,” the 
wonderful family of acrobats, which 
for so long a period held the attention 
of the amusement public, are at 
Niblo’s, and that at Burton’s ‘Theater, 
located where the American News 
Co.’s building now stands, ‘‘ Mac- 
beth” is the play. We also find it an- 
nounced that seats in the second tier 
are twenty-five cents each. 

We wonder at the low prices of ad- 
mission to all places of amusement, 
when we think of the present days of 
high-priced Wagnerian or Italian opera 
and Patti farewell concerts with seats 
worth one’s salary for a week. 

If we do not choose the theater we 
can listen to an Italian opera, for here 
our worthy impressario Maretzek an- 
nounced that he will give a season of 
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opera at the Astor Place Opera House 
with a fine company, at prices ridicu- 
lously low. But we must go early. 

(he performances mostly begin at 
7.30 or 8 o'clock, while in some the- 
aters the doors open at 6.30. Profes- 
sor Anderson, whose advertisement, 
witn that of Mr. P. T. Barnum, con- 
cludes the list of amusements, an- 
nounces in large type ‘‘ to the Wits of 
the City,” that at his benefit he will 
present to the inventors of the best two 
conundrums a ‘‘rich silver breakfast 
and tea set,” value $400, and a 
‘‘pitcher and goblet” worth $200. 
Special notice is given that ‘‘ the doors 
will open at a quarter of six.” 

We must lay you aside, torn and 
mellow sheet, with your advertise- 
ments, your ‘‘special notices,”’ your 
‘*news from California twenty-five 
days later,” and your “latest from 
Europe,” twelve days old, at least. 

We find you delivered to the sub- 
scriber direct from the office, and news- 
dealers were a genius unknown. You 
aspired to be the leader of your time, 
for ‘‘ there were giants in those days,” 
and, although the hustling for news 
was not so energetic and the now 


omnipresent reporter not so much in 


evidence, yet upon the foundations laid 
by you and your contemporaries the 
present daily, with its enterprise and 
progressive spirit, is founded. 
>> 
CANADIAN JOURNALISM. 

From an article on the above subject 
by Walter Blackburn Harte in the 
Christmas New England Magazine we 
quote as follows : 

** But speaking generally of the pa- 
pers of the Dominion, one is forced to 
admit that they are very provincial in 
both tone and appearance; and the 
complete correspondence between them 
and the life of the people, which is 
distinctly commercial and political, is 
significant and discouraging to the 
stranger within their gates. The Can- 
adian papers are very dull reading in 
comparison with those of any consider- 
able city in the Union. It is notable 
that the New York, Detroit, Buffalo 
and Boston Sunday papers have quite 
an extensive sale in Montreal and To- 
ronto, where no papers are published 
on the first day of the week. But if 
the newspapers are not literary, many 
of the men who make them have liter- 
ary tendencies, and one-half the men 
in the profession have drifted into 
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journalism because it is the nearest ap 
proach to letters attainable in the D 
minion, There is now in the larg 
centers something of an awakening 
less space is being devoted to int: 
minable Parliamentary debates reported 
verbatim, and more to special articles 
by distinct personalities. 

** Journalism is one of the most « 
acting, and should be one of the nx 
reputable, professions in the world. | 
Canada something of the old Bolx 
mianism lingers, and a very decik 
popular prejudice against the profes- 
sion fosters it, as all men and all classes 
of men are influenced by the estimatior 
in which they are held by the rest of 
the community. But the Bohemiani 
is fast dying out with the infusion of 
new blood, and perhaps in time it 
dawn upon the Canadian public that a 
journalist is engaged in as essential 
and as respectable a profession as 
lawyer or a clergyman.” 
PREPARATION OF ADVERTISING 

PAMPHLETS. 


Catalogues, pamphlets and primers 
may properly be considered as auxi 
iaries to newspaper advertising. ‘They 
tell the story from the point where the 
newspaper advertisement leaves off 
The high cost of newspaper space pre- 
cludes the use of lengthy advertise- 
ments, even if they were considered 
desirable, which is far from being the 
case. Many newspaper advertisements 
conclude with an invitation to app! 
for catalogues, pamphlets or circulars. 
Upon the character of these auxiliaries, 
therefore, depends much of the success 
of the advertisement. Too much car 
cannot be exercised in their construc- 
tion. 

Handsome typography will a 
much to their attractiveness, and will 
often secure a reading which the mat- 
ter alone would be unable to gain 
Cheaply printed catalogues cannot 
recommended. If economy is requir: 
it is better to economize in some other 
direction, for the buyer will judge of 
you by the printed matter you send 
out. If it is cheap and flimsy in ap- 
pearance he will conclude — unco1 
sciously almost —that your goods a1 
dealing are of a similar character. 

Another point: ‘‘ A big book is a 
big evil,” and a big catalogue is not as 
likely to attract attention as something 
compressed within smaller compass.— 
John Irving Romer, in Business, 
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SOME INTERESTING CORRESPONDENCE 
S. C. Beckwith, i 
New York, Nov. 24, 1891. } 
Geo. P. Rowell & Co.: 


I will pay ycu six thousand dollars ($6,000) 
for a page in Printers’ Ink once a month, 
first issue in each month, for the next five (5) 
years, contract to date from January, 1592. 


his order is extended with the understanding — 


that if you make a lower rate to any one dur- 
ng the term of this contract, I am to have the 
benefit of the same rate, as per your circular 
ffer. Furthermore, the five December quails 
are to belong to me, in accordance with your 
favor of recent date, offering to relieve me of 
any further payment on my contract for 1801 
should I favorably consider a renewal with 


you, 

“ | would be glad to have the ad. appear on 
third cover page as often as possible, and trust 
you may find it convenient to do so without 
loss to yourself. 

Awaiting your reply, 

Very truly yours, S. C. Beckwitn, 
Tue Practicar Farmer, 
PuiLapecpnia, Nov. 21, 1891. | 

Geo. P. Rowell & Co., New York City: 

I have carefully digested the matter since 
yesterday of giving you an order for ten pages 
in Printers’ Ink. 

Some time ago Printers’ Ink made the 
statement that they were booking orders for 
an indefinite time, even up to five years at 
price quoted. You may book our order for ten 
pages at $100 a page, five pages to be used in 
your first issue in Octo ber, 1892, and five pages 
to be used in your first issue in October, 1893. 
With the request that you make the first page 

f the five each year a right-hand page, the 
other four immediately following. 
Yours truly, Tue Farmer Co. 
Attantic Coast Lasts, } 
New York, December 1, 1801. § 
Geo. P. Rowell & Co. : 

If you will allow us the “four quails” for 
each year, that is, allow us for eight insertions 
ut $125 an insertion, a total of $1,000, you 

ay book our order for the second page of 
Printers’ Ink for 1892 and 1893 at $13,000, 
that is, $12,000 after making the reduction as 
provided above. We are satisfied that our in- 

estment in Printers’ Ink during the past 
year has paid us well. 

If accepted please advise. 


Yours very 
respectfully, 


AtTtantTic Coast Lists, 
Per J. H. Beats, Jr. 


> 


THE JAYBIRD LIBEL SUIT. 





November 19 the 77iéune published a state- 
ment that the Abendpost Company had se- 
cured a judgment against George P. Rowell & 
Co., of New York, for $10,000. Such a suit 
was commenced. No service was had on 
Rowell & Co., therefore no judgment could be 
taken against them. The Adendfpost served 
the International Newspaper Advertising 
Agency of Chicago as garnishees. The lat- 
ter agency did not owe George P. Rowell & 
Co, anything, and, having failed to answer the 
xarnishee interrogatories, were defaulted, and 
1 conditional judgment was entered against 
the International Agency, and not George P. 
Rowell & Co,—Chicago Tribune, November 
22, 1891, 


THE MAN WHO DID IT. 
ParrripGe & RicHARDSON, ) 
(Paris, 23 Rue Du Caire), 
PHILADELPHIA, Nov. 23, 1891. | 
Editor of Prixters’ Ixx: 

You were kind enough to ask who made the 
advertisement beginning ‘* Sec that hump?’ 
It was contrived by yours truly, 

Has. M. Snyper. 
P. S.—I enclose a couple more of the series. 


When 


hooked 


it stays hooked. Easily 
unfastens when you 
want it—not before The 


De Long Hook and Eye. 
All dealers. Fon oat 
hump? 


thet’s the 
point. 


Hansom>? vz; 
It’s beautiful the 
way the De Long Hook and 


More too. 


Eye works. Hooks easily. 
Stays hooked—turn, twist, 
wriggle, all you like. 


Accept no substitute, 
There isn't any, 
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Miscellanies. 


SUMEeNvHAL 
Catae PRINTER? 
———— 


SOLICITOUS CARE. 

Foreman—Dot von’t do. 
shtead ohf tollar-marks on dot cirgular ? 

Compositor—I couldn’ help it, so safe me! 


ole man vent home Sadurday nighd he locked all der 
tollar-mark types up in der safe unt he ain’d come down 


yed.—/udge. 


A Talented Correspondent.—‘* Did 
you read Whiffles’s London letter to the Ga- 
zette this morning ?” 

“No; it was too long; over two columns. 
What did he say?” 

* He said there was no news.”’—Puck. 

Journalistic Cycles.—Mrs. Reider: 
I see the man who has been exchange editor 
of the Daily Night for twenty years is dead. 

Mr. Reider—My! my! I’m sorry to hear 
that. Now they'll put some young fellows in 
his place, and they'll be printing all the old 
jokes over again.—Street & Smith's Good 
News. 

Getting Ahead of Satan. —Satan : 
Well, what do you want? 

Reporter—I want to come in. 

Satan—What kind of a life have you led ? 

Reporter—Saintly. 

Satan—Then you can’t come in. 

Reporter—Well, I guess I can come in; 
what do you say to that? 

Then, showing his fire-badge, he walked 
inside.— Fudge. 

The Handsome Thing.—Foreman 
Western War Cry (to editor): While you 
were out, Farmer Grayneck brought in that 
huge watermelon over there. Is n't it a 
whopper ? 

Editor—I should say so! By George! We 
must do the handsome thing by Grayneck ! 
I'll write a complimentary notice calling him 
an enterprising and prosperous citizen, and 
we'll head it with that cut of W. L. Buglas, 
the $3.00 shoe man, that we were saving to 
use for Pan-handle Hoke, the desperado. 
Puck. 

Borus (aspiring author) — Naggus, 
did you read that last novel of mine ? } 

Naggus (literary editor}—Yes, I read it 
If 1 remember rightly, in the next to the last 
chapter the hero and heroine were drowned, 

Borus—But they were resuscitated in the 
last chapter, 

Naggus—I was afraid they would be. I 
didn’t read the last chapter, Borus,—Chicago 
Tribune, 


Vy you put all ‘*S’s’ 


INK. 


There is a printer in this 
town whose little son in the public 
schools is likely to follow in his 
father’s footsteps. The other day 
the natural history class was up. 

“*What type of man is the slave ?”’ 
inquired the teacher. 

“Minion,” answered the boy 
promptly, and then wanted to lick 
the csagher because the accuracy 
the answer was questioned.- 
troit Pree Press. 


Managing Editor—Do 
think that new man has had any « 
perience in a newspaper office ? 

City Editor—Yes, indeed. 

“* What makes you think so?” 
“The first thing he did wher 
gave him a desk was to hide the ink 
and lock his pen up." —Washingto» 

Star. 


A Desirable Work—‘‘ C 
ton has written a story that'll mak: 
your hair curl,” said Mawson, 

“Get it for me, for goodness’ 
sake!” said Mrs. M, “It'll sav 
me from burning my fingers off with 
the tongs.” —Harfer’s Bazar. 


A pair of boots, a slouch hat, 
_a linen duster, and no shirt, found 
recently in the lonely woods, induced an i; 
norant coroner’s jury to return a verdict that 
“the deceased was an editor who was mur- 
dered for his money.”—Atlanta Constitu- 
tion, 


es 
in- 


Ven der 


“* This press,” said the dealer in 
printing machines to the imposing stranver 
who had dropped in to make some inquiries, 
** will print 10,000 sheets in an hour.”” 

* What is it worth ?”’ 

“ Fifteen thousand dollars.’ 

“Hum !"’ ejaculated the imposing stranger, 
editor and proprietor of the Turkeytow 
Whangdoodle. **Show me some presses that 
will print 1,000 sheets inten hours,”"—C2 icago 
Tribune. 


Always Plenty—‘‘ Suppose coal were 
to give out, what should we use in its place ?”’ 
asked Hicks. 

“ Poems,”’ 
Life. 

The Real Trouble.—Editor of t 
Wildcat-Slide Avalanche (leaving his 
sistant in charge): Now, Reub, me boy, what- 
ever ye do, «lon’t ever apologize for anything 
ye put in the paper while I’m away. 

Reub (with troubled brow)—No, sir : 
reckon it "Il take all my time explainin’ thin 
you wrote afore I was put in charge !—/ uch 


A Debasing Influence—Mr. White 
* Ain’t”’ and “ Done it!’ I am astonished 
that a literary man can use such frightful 
grammar! 

Mr. Scribbler—Oh, I know it; but I write 
so many of those dialect stories for the maga- 
zines that I ain’t as particular as I oughter be. 
—Puck. 

How About the Publisher ?—‘‘ Do 
you believe in a ‘ personal’ devil ?” 

“ Certainly ;. who else do you suppose would 
insert that kind of an advertisement ?’’—/xch. 


returned his editorial friend 


Robust Poet— Well, sir, what do 
you think of my poems ? 

Puny Critic—I will send you my opipiion by 
mail.—London Tit Bits, 
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JOHN J. DILLON, 

“When Printers’ Inx was first started’’ 
said Mr. John J. Dillon, of the Aural New 
Yorker, in a conversation that grew out of 
other subjects, “‘I was interested in a local 
daily and weekly in New York State.” 

“You say you were one of the first to avail 

irself of the offer which permitted publish 
ers to present their advertising patrons with 
paid-up subscriptions to Printers’ Ink, and 
pay the price by advertising PRinTERs’ Ink ?” 
‘Yes, sir. We advertised Pxinrers’ Ink 
to pay for about three or four dozen subscrip- 
These we sent to our advertising 
patrons and others who we thought ought to 
vertise.”” 

“ Was it a good thing to do ?”’ 

‘I found that it was. The people who got 

took more interest in advertising. They 
took up advertising more readily, and gave it 
nore intelligent attention. In the course of 
the year we could see the good results. Some 

wcreased their space, and others who had not 
previously advertised gave us orders. They 
anged their advertisements more re gularly, 

d seemed to be up to the ideas and sugges- 
tions of Printers’ INK.’ 

‘Printers’ Ink helped them, then?” 

“Yes, sir; it helped them and it certainly 
helped us, by helping us increase our advertis- 
ing business.” 

“Did the people who received Printers’ 
Inx seem pleased to get it ?”’ 

“Yes, many of them acknowledge d 
courtesy, and thanked me for it.”” 

“ You think, then, that every one of them 

rked at it more or less?’ 

‘I can’t say as to that, but I know that 

any of them did. In fact most of them did. 
i even sent it to some general advertisers here 
in New York and other places, and when I 
called on them afterwards they thanked me 
for sending Prixrers’ Ink, and spoke favor 
ably of it. The paper is really a help to ad- 
vertisers as well as publishers in those local 
towns,” 

“ Do you travel for the Rura/ New Yorker 
and the other publications issued by the Rural 
Publishing Company ?’ 


tions 


the 
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“Yes, some ; but the volume of unsolicited 
advertising that comes to the Xwra/ and 
American Garden is so large that it keeps me 
in the office most of the time attending to the 
correspondence in regard to it. The agricult- 
ural and horticultural business comes without 
much effort on our part. It is only the general 
advertising that requires personal solicitation 
for our publications. My acquaintance with 
general advertisers wes formed while traveling 
for other papers.” 

** And you have seen enough of Printers’ 
Ink to make you think it is worth advertising 
in?” 

** That is the impression I got ; yes, sir. The 
truth is I have heard some of the shrewdest 
men in the business say that they read it regu- 
larly every week. It was these things, more 
than your circulars, that first suggested the 
advisability of placing the order that I have 
given you for the Aural New lorker 


———--e- 


AN enterprising physician in Cali- 
fornia advertises : will pay half of the 
funeral expenses in cases where I am not suc- 
cessful.”—London 7it Bits. 


++ 


WANTS, 


Advertisements under this head W cents a line 
j 7’ ANTED—Publisher to start live Republican 
weekly. Particulars, Z. F.J., Lehighton, Pa. 
Wy sez AGENTS everywhere. One hour’s 
work. Good pay. Box $14, Hot Springs, Ark 
\ 7 ANTED—Salesmen for Nursery Stock. Ad- 
dress E. B. RICHARDSON & CO., Geneva, N.Y 


’ ANTED— Advertising rates. See appenticn 
of a RIPANS CHEMICAL COMPANY 
on page 71 
VV ANTED  pen- and-ink artis 
ond samples of work to ART ENGRAV ING 
146 E. 3rd St., St. Paul, Minn. 


oo., 

W ANTED—New and seasonable Novelties to 
sell through agents. R. M SHER, 

Mfgrs. Jobber, Huntington, W. Va. 


\ ’ ANTED—A first-rate Advertising Solicitor 

for New York City and vicinity. Old-estab- 
lished weekly journal. Address “CLASS JOUR- 
NAL,’ Box 672, N. Y. 


VANVASSERS wanted to secure subse rip 
/ tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of Printers’ 
Ink, 10 Spruce St., New York. 
Ww ANTED — Correspondence with publishers 
who guarantee and pr whe e aoe pales jon, same 
as wedo. 200,000 monthly a Tex S no 
pay. VICK’S MAGAZINE, 38 Times Bldg, N 
Ww ANTED—A PARTNER with capital, or an in- 
vestor, to purchase controlling interest in 
an incorporated company, m’f’g several proprie- 
tary medicines. Address P. O. Box 28, Trenton, 


A first-class 


Peter Read “THE AMERICAN ART 
PRINTER.” Best Printers’ Magazine 
25 cents a copy ; $3.00 per year. 

BARTHOLOMEW, 22 College 


published. 
Monthly. . KE. 
Place, N. v 
W sn Situation where brains and a prac- 

tical knowledge of printing, in the prepara- 
tien, the making up and su ervision of matter 

papers or magazines; will be appreciated. 
7 Spaea ty YTICAL,” P. O. Box on. 


jy TY ANPFED—First-class advertising man for a 
periodical that has one of the largest cir- 
culations in the United States; first-class refer- 
ences required. Please address, with particulars, 
“ FIRST. LASS MAN,” Pruvrers’ Ink, New York. 


G OOD Advertising Solicitor can hear of advan- 
¥ tageous position. Must be man of acquaint- 
ance among general advertisers, and have had 
experience. ddress by LETTER ONLY, stating 
salary ex , &e., “W.N.,” 160 Seventh Ave., 
Brooklyn. 
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VERY ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing todo 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relied 
upon to do the business. 
——— +o 


FOR SALE. 
Advertisements under this head 50 cents a line 


Naa remiums, 8c.up. Send for list. 
aN EMPIRE PUB. CO., 2% Reade St., N. Y. 


TOR SALE— “ernikei Hoe Press 
I hour. $700. DAILY NEWS, Springtield M Mass. 


Gz for catalogue. Handsome Illustrations 
for papers. Am. Illustrat. Co., Newark, N. J. 


OR SALE—Stonemetz Folder for 6 or 7-column 
quarto paper; almost new. FARM NEWS, 
Akron, Ohio. 


REPUBLICAN by Be 
4° clearing less than $5, 
Address “ L. S.,” PRINTERS’ Ink 

re! ~~ Persons havi eintites space 

sale are invited to address THE RIPANS 

CHEMICAL COMPANY. See advertisement on 
page 716. 


Newspaper, never 
early. ice $6,000. 


yo yg A Paper, 3 years old, with or 
interest. $50 cash re- 
er business. Box 1128, 

ew Haven, Conn. 


3.500. OOO 


ing 0 JO , care 

—— SALE—Well established mail order busi- 
oy yd for ter or publisher. Earn- 

ing re from poe $1 perannum. Price. men 

cash. ite, if you mean business. “J. W .C.,” 

Room 2, 00 Pou Ave., Pittsburg, Pa. 

r= SALE OR LEASE to responsible party, 
mon paying 25 per cent upon 

investment. of proprietor cause of 

el . Present edi editor can 

sired. 


Address “ A. ‘B.,” care ,” care 
FW. SA rg ot ing Ofer, ant Dame tacky 
eekly ; P ‘entucky 
and one of best pro €8 ; pet income. 
- one 0’ paying perti — 


for 
Meola soon. 


OF 
dur- 
AR- 


\() NAMES — HEADS 
families secured 
le. Address T. 

’ INK. 


IN,” care 0! 4 
Tistoek cuts, Printers and Advertisers, 5,000 
stock cuts, ation, comic and other illustra- 
portraits, any sub- 
town. 90m your 
oe for information. 
CHICAGO PH ENG. co. cago. 


‘NLOTHIERS and Dt Dry Goods Dealers have 
ordered 177,000 of our World’s Fair Illus 
trators during the last five weeks. A great 
hit in advertisi Send stamps aw Pane 
and prices. GRIFFITH, AXTE CADY 
CO., Embossers, Holyoke, } — 


ADDRESSES of persons reply- 
30. 000% to our 1891 adv. with re 
mittance ; ; prin ready for mailer. A mag: 
nificent list for mailing catalogs and “ sam- 
ple copies.” Send stamp for sample sheet 
and prices. Address Box 43, Boyleston, Ind. 


F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type, 
tell the story in twenty-three words and send 
it 4 J “re. dollars, to the office of PRINT 
ERS’ INK. If you wt sell cheap enough, a 
ame Denstdee of the announcement will 
generally secure a customer. 


Ja Phhteation potees) “Advertiaing 
E pales 


1dc. eac! 'wspaper 
= Sy “illustrate your 


TH 
NEWS. 


: « 
or Dallas, Texas. 


PRINTERS’ INK 


re SALE—To publishers - ~ person want 
ing to offer as a irst-class Ty} 

pn a 100 comme rs 

welt machines—all in portent order, and wil! 

i te pave lot_at wholesale cost or in lots to 


n St., Boston, — 


YOR SALE—1 four horse power Otto Gas 
Engine. Fine condition. Just overhauled 
1 Stommetz Folding Machine. Four folds 
Does good bookwork and excellent newspa 
per work. Size, 36x50. 1 Self Clamping Cut 
ter, Eschlepker patent. Built by Howar i 
Iron Works, Buffalo, N. Size, 34 inch 
Double-cylinder Hoe Press, two years old 
Fine condition. Bed, 35x51. This machinery 
will be sold in bulk or in part. Great chance 
for some one desiring to fit up an office. Ad 
dress L. L. § etna 1420 Pa. Ave., Wash 
ington, D. C 
A® HERRING $ SAFE, 76 in. in. high, 49 in. wide and 
> outside measurement ; 56 in. 
high, vss 12 in. de and 18 in. deep, Speide mea 
urement ; contains 15 pigeon hol 5 draw 
i covert and 1 com yy is in first-class con: 
dition. Cost $900. a Marvin Safe, 70 in. high, 
32 in. deep and 43 in. Mies outside measurement ; 
#2 in. high, 27 1-2 in. wide and 16 in. deep, inside 
at. exclusive of compartment. The 
pe age en is burglar proof, with combination 
oo measures 23 in. wide, 9 in. high, 10 in 
“Th safe has two drawers and I pigeon. 
holes inside iron doors, and an outside combina 
tion lock. Cost $800. Bqved as new. A choice 
of these safes will be sold for $300 cash. Address 
GEO. P. ROWELL & CO., 10 Spruce St., New York. 


SPECIAL NOTICES. 





Advertisements under this head, two lines or 
more, without display, We. a line. 
. 


Vy Ic- 
G RIT 
yick’s ! 


200.000 VICKS. 


yick’s MAGAZINE. 

yick’s MAGAZINE PRoves. 

V ICK’S 200,000 GUARANTEED. 

YICE'S 200,000 GUARANTEED AND PROVED. 


ICK’S 200,000 CIRCULATION GuARANTEED 
PROVED. 


AND 
Vy ICK’S MAG. 200,000 G. & P. is “ Quail.” 


vick’s MAGAZINE. $1.2 per line. Discounts 
t. 


for time or amoun 


vices MAGAZINE. 200,000 Proved, is “ Canvas 


Back Duck,” $1.25 per line. 


yick’s MAGAZINE. “No Proof, No Pay.” 
200,000 Guaranteed and Proved. 


Vick’s MAGAZINE Guarantees and Proves its 
circulation. 
Vicks MAGAZINE'S editions for Dec., Jan 
and Feb., 250,000 each. 
Vi Pathing Co’s plan of No Proof, No 
vue MAGAZINE, 200,000 average monthly, 
nd written in the contract too! 


TS MAGAZINE tells the quantity of sugar 
for each @, and lets the advertiser weigh it 
200 00 GUARANTEED AND PROVED. 

$ VICK’S MAG, 
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v ICK’S MAGAZINE (of Rochester). Advertis- 
ing office is at 38 Times Building, New York. 


TICK’S MAG.” H. P. HUBBARD, Manager, 
7 to whom orders should be ad addressed. 


vy" BIBBER’S. 

‘POKANE SPOKESMAN, 
Ss 
Ls" INKS are the best. New York. 
W HO IS MISTCHAYACK! He writes advs. 
poPreLaR EDUCATOR, Boston, for Teachers. 


GENTS’ HERALD, Phila., Pa. 15th year. 

A 80,000 monthly. 

i] OSTON HOTEL GUIDE is very readable. A 
trick of the editor. #2. 

Mmvuik GRAPHIC, Chicago, the great West- 
ern illustrated weekly.” 

MFVHE GRAPHIC, nee -tiaet value at 
least cost to advertisers. 

7OU like money. Ag Try the 
LOUISVILLE COMME CLA 

ar NTS’ names $1 to ei, sl 1,000, 


i AGENTS’ HERALD, Phila., 


OR TIRED, WEARY BRAINS, ent BRO- 
F MO-SELTZER. Sold | everywhere. 
\OLLEGE-MAN, New Haven, Ct., the only 
( intercollegiate paper among students. 
EWEY’S CANADA LIST (Co-operative). 
I D. R. DEWEY, Hamilton, Canada. 


JUBLISHERS- First-class 1 Sto dies 
in your paper. N. W. ENG. CO. 
se pst IT IN THE POST,” South Bond, ind. 
Only morning paper in in Northwest I 
ARGEST DELIVERED DAILY cire’ ulation 
4 in Connec ———— HAVEN NE 
{OR Estimates and Offers in renll 
ing, address STANLE DAY, New Market, N. J. 


. People read the Youn) wn (O.) 
20. 000 SUNDAY NEWS. Get our rates. 
IGHEST ORDER Mechanical kngraving. 
J. E. Rhodes, 7 New Chambers St., N. Y. 


\ HAT does the Bible say about politics ? 
CHRISTIAN Patriot, Morristown, Tenn. 


’ EWSPAPERS !—See the application for rates 
4% for a RIPANS CHEMICAL COMPANY 
on page 71 

TIS ae +, if TERRE HAUTE EX- 

PRESS—than any paper in Indiana outside 
Indianapolis. 


‘THE TIMES, Marietta, Ohio. The only Eng- 
lish Democratic paper in a city of 9,000 and a 
county of 43,000. 


GAN FRANCISCO CHRONICLE is the leading 
\) newspaper of the Pacific Coast, and the 
largest c oe 


R 5 LINES 2% days. ads. 
* | -—) 50 fe lie. per. — 4 re aay. ENTERD ISE, 
Brockton, Mass. 6,500. 


DVERTISING SEES IRS !—S@e the aj appli- 
-\ cation for rates for fs aad RIPANS C 
Ic AL COMPANY on page 7 


eee: AL is HOME AND car MAGAZINE is 
DIES’ MAGAZINE. 25,000 monthly. 
Addrese 3. F. INGALLS. '.wnn, Mass. 


EK DITORS’ i Teles Pocket Scissors. New a le, 
4 best quality. By mail, 65 cents. W. B. NEW- 
HALL, of Pastorius St., Germantown, Pa. 


K aneas | is thorou roughly covered ra THE KAN- 
\ SAS WEEKLY TAL, Topeka, Kan., the 
leading farm and family new newspaper of the State. 


4 000 ore caAk. XMAS BpeTs0n. NUT- 

he leading illustrated week- 

ly of New ao iene. advertising solicited. 

5e. a line. 

IRECTORY PUBLISHERS, please sené 

circulars and price list of. your directo 

ries to U. 8S. ADDRESS Co., L. Box 1407, Brad- 
ford, McKean Co., Pa. 


ss AMERICAN NONCONFORMIST repre- 
sents the Alliance and +e -_ Proved 
circulation exceeding 25,000, rtising s0o- 
licited. Indianapolis, Ind. 


NV EDICAL BRIEF (St. Louis) has the largest 
pt circulation of any medical journal in 
the world. Absolute proof of an excess of 
thirty thousand « popies each tissue. 


14 ,000 SWORN CIRCULATION monthly, 
oo ae x ® Sullivan’s Church 
Rates | For terms and samples 
rrite rE. R. SULLIVAN, AN, Zanesville, Ohio, 


R ETAIL MERC HANTS — Publish your own news- 
5 Pee Costs less and more effective than 
local paper. Tilust’d st stories, fashions, etc. Write 
Y TOPICS CO., 295 Wash. St., Boston. 

r ptt GALAXY OF MUSIC Boston, Mass 
anteed 60,000 co; x7 ‘or November. The 
printers, binders and! receipts prove that we 
mailed 68,711 copies. Bend Jor rates and proofs. 
APEK DEALEKS.—M. Ptummer & Co., 
161 William 8t., N. Y., sell every kind of 
paper used by printers and publishers, at low- 
estprices. Full line quality of Printers’ Ink. 


HE Seventh Annual Edition Co-opera 
tive Chart, now ready, gives statements 
of = co-o) —a insurance associations. 
Mailed for % cen Address F. H. LEAVEN- 


w ORTH PUBLISHING CO., Detroit, Mich. 


TDiWest —- 3 MEDIUM for the South and 
LFORD’S MAGAZINE, month- 

New Tore is among the 161 newspapers 
a cae the new edition of the American 
~ = Directory for 1891 accords a regu 

lar civeu ation of more than 50,000 copies each 


ENVER, Colorado.—Geo. P. Rowell & Co. 

of New York in their new BOOK FOR 
ADVERTISERS name the best, most widely 
circulated, most influential papers at each 
important center of population or trade 
— the whole country. For Denver 

poper accorded this distinction is the 
DEN R REPUBLICAN. 


y the 207 newspapers and a als pat 


lished in Connecticut in 1891, the RT 
FORD TIMES stands at the head in d_., of 
circulation. The American Newspaper Di 
rectory rates it the highest by several thou 
sand. It is undeniably the newspaper in 
Conn. for the advertiser seeking best results. 
A popular family newspaper. 


HE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min 
eral region of Alabama. Average daily cir- 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100), ‘or advertis 
ing rates address T AGE-HERALD COM. 
PANY, Birmingham, Alabama. 


YHY NOT OWN an Illustrated Newspa 
per to advertise your business ? id 
you know it could be done at moderate cost ? 
Particulars and samples free to any respon 
sibie firm. PICTORIAL WEEKLIES CO., 
28 West 28d St., New York. Mr. GIBBS, of the 
National Cash Register © ©., says since pub 
lishing their own paper, “ THE HUSTLEK,” 
their business has increased 300 per cent. 


lie L 3s vane Gesizo to use the best Howspaper pub- 


way Fae: to 


TT'O reach » Soutiere families advertise in the weste: 


oldest pargent bow Southern magazine, THE 
PEOPLE'S Tees? JOURNAL, 3 New Orieans, La. 


Orage ad He low (l0c.) we can’t } baw a 
ad. We ve 20.00 cire’n. Sample all 
free. WEEKLY, Topeka, Kansas, 


tion 
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Fitlantic Gastlists 


134 LEONARD STREET, 


Measre. Geo. P. Rowell & Co., 


NEW YORK CITY. 


New York, December lst, 1891. 


lo Spruce St., City. 


Gent lemen: - 


If you will allow us the “four quails" for each year. 


that is, allow us for eight insertions at $125. an insertion, a 


total of $1000, you may book our order for the second pege of PRINT 


ERS' INK for 1892 and 1893 at $13,000, that is, $12,000 after mak- 


ing the reduction es provided above. 


We are satisfied that our 


investment in PRINTERS' nik during the past year has paid us well. 


Tf accepted please advise. 


Yours very respectfully, 





Since the offer was published of 
gratuitous insertions for the remainder 
of the year 1891 of all advertisements 
to appear in every issue of PRINTERS’ 
Ink for 1892, the following yearly or- 
ders have been received : 

American Farm News, Akron, O., 20 lines .§ 520 00 
Somers. A . Me. one-half --» 2,600 00 
Dewey, Ont., ase . 0 

V. Somerville, New York, 
1,300 00 
52 00 


oceanic bos ins” 
South Bend, Ind., Morning Post, two 


Sami 
oo Vick’s M 


Rural New Yostar, N. Y., one-quarter 
page (e 


. oO. 
Illustrated Weekiy, Topeka, Kan., 
lines. 78 0 


Christian Advocate, N. Y. ‘one-eight page, 650 00 
Boston Hotel Guide, two lines 62 0 
John Lewis Childs, Floral Park, N Y., 
1,300 00 


one- page \ 
London (Ont.) 

, once & mon 300 

Spe ncerian Pen Co., N. Y., four lines 104 0 

8. °C. Beckwith, one page once a month 


for 
The People’s tite Illustrated Journal, New Or- 
The Practical Farmer, Philadel; pate, five 
in October, 1892, and ve pages 
1893 - 1,000 00 
2 00 
182 00 


° 5200 
. J., twolines 52 0 


650 00 
three 


(e. 0. W.) 
Seapiee, one-quarter 
t 


6,000 00 


78 00 


ber, ‘ 
Terre Haute, ‘Ind., Express, two lines ie 
Gal mn, Texas, ‘News, seven lines. 
a. Haven, 


New New faves 


ka, Kan 


two "12,900 00 
ey Platt, two lines. seogna-eule 52 00 
New York 1,640 00 
two lines 

nm, D.C.. 


W. T. Fi 
Public 


Galaxy Music n 
00 Arthur's Home Magazine, Philadelphia... 13 











In order to represent on this scale of measurement the amount of orders received up to Dec. 2, we should be obliged 
to draw a line half an inch longer than this page of PRINTERS’ INK. 





AMOUNT OF YEARLY ORDERS FOR | 
ADVERTISING IN PRINTERS’ INK IN 1892. | 


| 
$3,120, Oct. 28 
$4,524, Nov. 3 


INK, 





$8,632, Nov. 10 


PRINTERS’ 


— $11,999, Nov. 17 
$20,833, Nov. 25 


THERE IS STILL TIME TO GET YOUR ORDER IN UNDER ONE OF THE 
FOLLOWING DATES: 


a 

oe) 

a4 
—-_ 

5 
aa 

oy 

YN 


Dec. 16 Dec. 23 Dec. 30 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pustisuers. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, pearl measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
Page $200, Last Page $150. Special Notices, 
Wants or For Sale, two lines or more, 50 cents 
a line. Advertisers are recommended to furnish 
new copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, DECEMBER 9, 1801. 








For the week ending December 2, 4,032. new 
names were added to the mailing list of Priwt- 
ers’ Ink. 


Since the publication of the quail 
pictures, beginning with the first issue 
in November, PRIN1ERS' INK has re- 
ceived yearly orders to the amount of 
$34,000; but as the largest contract, 
one for $13,000, covers a period of 
two years, and the next largest con- 
tract, one for $6,000, is extended over 
a period of five years, it is still ap- 
parent that the space sold scarcely 
amounts to five pages. 

Printers’ INK will continue to re- 
ceive yearly orders at the current rate 
until the end of this year. For several 
years it has been the custom to double 
the advertising rates of PRINTERS’ INK 
early in a new year. 


A GENTLEMAN connected with a 
leading daily paper writes as follows 
in regard to the so-called new business 
of advertisement writing: ‘‘I have 
done more or less in the way of prep- 
aration of advertising matter for the 
past ten years—starting originally by 
accident and somewhat increasing my 
work in that direction by design ; and 
I have seen enough of it to show me 
that a given amount of effort expended 
in behalf of advertisers is tolerably 
certain to produce rather better results, 
financially, than if put forth in news- 
paper work.” 

This is an interesting statement, 
coming from a man who has had ex- 
perience in both directions. But it 
does not prove that newspaper men 


INK. 


generally will find writing for adver- 
tisers more remunerative than writing 
for publishers. Success in either call- 
ing will depend upon individual talent 
and adaptiveness to the particular line 
of work. 


Ir has been wittily said that the 
greatest crime of which a writer can 
be guilty is dullness. It is the one 
literary sin which no one forgives. 
And on the same principle one « 
pardon a great deal of nonsense on the 
part of an advertiser if he but make 
himself entertaining. 


A COMMENT appeared recently in 
these columns upon the ingenuous an- 
nouncement in the advertising rate- 
card of the Lynn, Mass., Daily Press 
to the effect that ‘* Advertisers dealing 
directly with us are entitled to the 
agents commission of 25 per cent.” 
The publishers of the Press now write 
us disclaiming all responsibility for 
these sentiments, asserting that they 
came from 


“a previous management from which many 
things more or less disagreeable were inher- 
ited. It is not our purpose to make any de- 
fense of such a circular. It deserves none and 
is entirely opposed to the present advertising 
policy of the Lynn Daily Press. We are on 
friendly terms with all the advertising agents, 
and they are the only ones to whom we al- 
low a commission discount from our regular 
schedule. 


Advertisers, from a publisher’s stand- 
point, are of two classes—those who 
contract through agents and those who 
do not. Publishers allow a commis- 
sion on all advertising orders that reach 
them through agents, and are often 
mighty glad to do the same on adver- 
tisements that come to them from the 
advertiser direct. 

Nothing so delights the average pub- 
lisher of a second-rate daily in a small 
city as to secure a good order by direct 
contract from an inexperienced adver- 
tiser, who is so much gratified at being 
allowed the agent’s commission that he 
unhesitatingly signs a contract to pay 
$75 for an alleged $100 advertisement 
of the sort for which the publisher 
knows that no reputable agent would 
ever think of offering him more than 
$30 gross. 

Notwithstanding all this, publishers 
are rather slow about offering the 
agent’s commission broadcast, and 
when such offers are put forth they 
are pretty certain to be withdrawn be- 
fore much time elapses. Such offers 
are suicidal. 
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Some time ago Printers’ INK had 
occasion to mention the receipt at the 
office of the American Newspaper Di- 
rectory of a detailed statement of cir- 
culation from the San Francisco £.x- 
aminer, The case well illustrates the 
power and influence of a good exam- 
ple. Another San Francisco daily has 
now come forward with an exact state- 
ment of actual issues, day by day and 
month by month. This is the San 
Francisco Morning Call. From this 
statement, duly signed and dated, it 
would appear that its daily average 
circulation, including Sunday editions, 
is 56,759. Each of. these representa- 
tive papers of the Pacific Coast will 
now be entitled to a positive rating in 
the American Newspaper Directory. 


A sHoRT time since Mr. J, W. Young 
retired from the editorial management 
of the Black Rock Xepudblican. He 
published a letter to the Walnut Ridge 
Telephone, which closed with the fol- 
lowing : 

For Sale—One yy English make, 

Will print a sheet or broil a steak ; 

One office towel, hard as rope ; 

A sixteen-year-old cake of soap; 

Two cases type in styles to suit; 

A stone and load of wood to boot ; 

Subscription book with names bedecked, 

And sixty dollars—to collect ; 

Salutatory, set to-day, 

Announcing “* buyers here to stay.”’ 

A first-class chance for brother editors. 

(3 Leave early and avoid your creditors. 


A FURNITURE man in a rural town 
has this somewhat startling heading for 
his advertisements : 





| 
Kune Kan’T Keep FURNITURE | 
HE SELLS IT! 
i Po RE = 
LARGEST C IRCU )LATIO ION, 
T. M. Uresnaw, 
Fire Insurance Agent, t 
Oxtauoma Crry, Ok. Ter. 


The Century Co., New York: 

Dear Strs—Two friends of mine here made 
a wager and left it for you to decide as to 
which newspaper has the ih circulation 
(DAILY, ONE ISSUE) fn the U. By replying 
to the same you will greatly oblige 

T. M. Upsnaw. 

The above inquiry has ba referred 
to PRINTERS’ INK by the Century Com- 
pany. In our opinion the paper having 
the largest circulation, daily, one is- 
sue, in the United States is the New 
York World, after that, the Chicago 


News. 


THE REVIEWER. 


I observe that another well-known 
advertiser is availing himself of the 
free notices that are to be secured in 
leading mediums by taking an active 
interest in politics. The daily papers 
are printing nice, long editorials about 
Mr. James Means and the third party 
he intends to form on the platform of 
‘*honest money and a tariff for revenue 
only.” Whether the learned editors 
jump on his ‘‘third party idea” is of 
small consequence to his business in- 
terests, so long as they do not fail to 
insert aclause about the Mr. Means in 
question being the one whose $3 shoes 
are so well known ‘‘throughout the 
civilized world.” 


* * 

Some interesting fairy-tales are cur- 
rent as to the prices paid leading ad- 
vertising writers for their services. 
In this connection it may be well to 
present the schedule of charges issued 
by a Boston expert : 

EUROPEAN PLAN, 
For writing advertisements, Semperie of 
size, each, $25.00 
For writing circulars, each, 0.00 
For writing catalogues or other ‘pamp lets 
each, 250.00 tO 500,00 
For consultation, per hour, 25.00 
AMERICAN PLAN, 
Per day, . ° 
Per week, 500.00 
Expenses additional if away from Boston. 

Full imstructions to the printer accompany 
my work, Superintendence of printing with- 
out extra charge. Illustrations, proofs, and 
electrotypes charged at exact cost to me. 

One of the most interesting things 
about this ‘‘ rate card” is the item of 
extra charge made to non-residents of 
Boston. ‘Thus, advertisers doing bus- 
iness in the city of culture and beans 
have some compensation, it appears. 

- 


100,00 


* * 

For some time I was unable to deter- 
mine whether an article in Frank Les- 
lie's Illustrated Newspaper for Novem- 
ber 21 was a big joke or was really in- 
tended seriously. ‘lhe latter seems to 
be the only tenable theory, as the article 
appears in the children’s department 
and is over two columns in length. 
It is entitled ‘‘Making the Nursery 
Pretty,” and suggests making ‘‘a little 
art gallery” out of advertisements : 

Begin at almost any place in the magazine, 
and turn over the pages until you come to 
what you think is the prettiest picture in the 
book. You will probably find it in the pages 
among the advertisements, because there are 
ever so many pictures there which are made 
especially for little boys and girls, and which 
are so pretty that one can look at them a long 
time without getting tired of them. Perhaps 
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pretty 


~ can find a picture of a big, fat 
happiest 


by, with his face all smiles, and the 
look upon his face that you ever saw, 

Cut out the picture carefully and cover the 
back of it with a thin coat of paste, Now, if 
you have been given one side of a room for 
your play, paste the picture upon the wall as 
near the center as you can, and then get 
ready to decorate the rest of the wall. 

A very natural objection to this 
novel scheme is anticipated at the end 
of the article: 

When the next rainy day comes, Bridget 
or Chive, or maybe Pat, the hired man, will 
come up ‘and soak off all the pictures for you 
with a little hot water, and then you can 
make another little art gallery, and play the 
same game over and over again, many, many 
times. 

If mamma objects to having the door dec- 
orated in this way, tell her how easily it will 
all come off, and then she will poe laugh 
and tell you to make the little art gallery as 
soon as you like, and that she will help you. 

But seriously, this seems to be a 
most ingenuous tribute to the growing 
attractiveness of the advertising col- 


umns. 


* & 

Since a few advertisers have made 
such a pronounced success with catch 
phrases, a tendency may be noted on 
the part of others to originate phrases 
which shall have a similar vogue. 
The Messrs Pears’ latest, ‘‘the soap 
that clears but not excoriates”—a para- 
phrase upon ‘‘the cup that cheers but 
not inebriates”’—is not likely to have 
so much of a run as that other famous 
remark of theirs: ‘‘Good morning ; 
have you used Pears’ Soap?” It seems 
to be requisite of the most successful 
catch phrases that they shall be collo- 
quial and very simple. Mr. Dana’s 
“If you see in the Sw it’s so,” one fre- 
quently hears repeated in conversation. 
Part of its catchiness is no doubt due 
to the fact that it does not contain a 
word over three letters in length. 

* 


* * 

A friend sends me a circular gotten 
out by a lithographing concern which 
supplies calendars for advertising pur- 


poses. I have nothing to say against 
calendars in general as advertising 
mediums or against the particular ones 
gotten out by this house—to quote a 
celebrated if non-committal saying : 
those who like this sort of thing will 
probably find these just the sort of 
thing ‘they like. But I do find the 
subject for a paragraph in the manner 
in which these people attempt to push 
their wares. To quote: 
That newspaper advertising 
reaches the class of people who are discrimin- 
ating and large buyers is an indisputable fact. 
It is impossible for a ye receiving one of our 
calendars to bring self to throw it away. 


no longer « 


PRINTERS’ INK 


Think of this and then of the vast amount of 
money annually put into newspaper advertise- 
ments that are never seen by the buyer and 
you will at once conclude that you want an 
individual and permanent representative for 
1892. * 

This sort of talk is not likely to do 
anybody very much harm, but I am 
inclined to think it shows pretty poor 
business tact on the part of the calen- 
dar publisher. It is astonishing to 
observe how many people cling to the 
old idea that the way to build up one’s 
own business is to pull down that of 
somebody else. There is an old say- 
ing to the effect that every tub must 
stand on its own bottom, and I don’t 
believe the author of the above circu- 
lar will sell any more calendars on 
account of his attempt to depreciate 
the value of newspaper advertising. 

lascinnemicenipatcpeecsiadiiatig 


THOSE CHICAGO PUBLISHERS. 


Editor of Painrers’ Ink: 


The article in your issue of November 25 
is extremely amusing. The attitude of th e 
Chicago publishers on this advertising, * ‘in 
advertising agency publications’’ question, 
is pe of an illustration by a Nast. There 
is an old story that when an ostrich hides its 
head it thinks it is entirely hidden from view , 
and so the Chicago publishers, rushing to hide 
their heads under cover of the Publishers 
Association, can be but little aware of the 
extremely comical position they occupy. 1: 
put it in plain English, their position 1s sim- 
ply this: There are some agencies that issu: 
publications which are not only corsidered 
the standards :n their class, but which are 
valuable advertising mediums for any news- 
paper; there are, in addition, a great many 
other publications by advertising agents that 
are any tasned (to put it mildly) as ** black- 
mai 

These great Chicago publishers, who stand 
before the world as men of marvelous ability 
and remarkable nerve, are afraid tosay ‘* No " 
to the worthless publications, and so, binding 
themselves together under the title of the 
* Publishers’ Association,” have in solemn 
conclave resolved that they would not adver- 
tise in an oe issued by an advertising 
agency, enceforth, the problem will be an 
easy one, and when a solicitation is made they 
can each and all say, very blandly, as in the 
letter from which you quote, “I really want 
to go into your publication, but these iron- 
clad rules of the Publishers’ Association won't 
permit me to even consider it.”’ 

Can it be possible that any business of such 
magnitude as these Chicago publishers would 
have us believe theirs is, must be so conducted 
that a man dare not refuse a worthless thing 
for fear of offending somebody? Just fancy 
a man saying to Mr. Lawson of the News, Mr. 
Scott of the Herald, Mr. Patterson of the 
Tribune, or Mr. Nixon of the Inter-Ocean, 
that he would like to advertise in their papers, 
but he did not feel that he could advertise 
in the theatre programmes, and that if he 
did not advertise with them they weuld be 
, he and several other 
odverions had ‘agreed’ that they would not 
advertise in the Chicago dailies. 

Every newspaper man is well aware of the 
fact that many publishers, when they do any 
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newspaper advertising, make it a rule tothrow 
all business principles to one side and divide it 
upas a “sop’’ among the different advertis- 
ing agents, regardless of whether the houses 
to whom they give the business are really the 
ones to handle it to their best advantage or 
not, and equally forgetful of the fact that a 
house that can be influenced by the receiving 
of an advertising order evidences by that very 
fact its lack of the qualities which enable it to | 
render the best service. 

It is sometimes charged that newspaper 
publishers lack ** backbone,” but it is rarely | 
that such a public exhibition of it is made as is 
given by the Chicayo publishers. As it looks 
to me, it isa direct insult to the reputable 
advertising agencies, and a very discreditable 
exhibition of the fear which the Chicago pub- 
lishers seem to have of the publishers of 
worthless publications. 

Why is it that the same business principles 
do not apply in a newspaper office as else- 
where? A page advertisement is appearing 
in some of the leading religious papers, paya- 
ble in soap—not only that, but in soap that 
has practically no market. 
had, the manufacturers of 
consent to use it in trade, Other papers that 
claim never to vary from rates, and whose 
publishers would be extremely indignant if 
anybody charged them with double dealing, 
are, for the sake of securing a large elec- 
trotyped advertisement, allowing as a dis- 
count acertain amount for composition, Is 
this “ beating the devil around the stump’ 
as honorable, after all, as it would be to come 
square out and make a reduction in rates, or 
to adhere to the principle and let the adver- 
tising go? 

When a poor bewildered advertiser sees 
publishers of the reputation of the C hicago | 
gentlemen perched in such a ridiculous posi- 
tion as they have climbed into, and sees pub- 
lishers of highly moral and religious newspa 
pers in the East twisting and turning to find 
some way of doing something that they sol- 
emnly vow they never do, is it any wonder 
that he exclaims, ‘‘ From such as these, good | 
Lord, deliver me!" 

J. Epcar Brown, 


oo 


“A GOOD SUGGESTION.” 


Sraniey Day, ADVERTISING. | 
New Market, N, J., Nov. 16, 1891. { 
Editor of Prixtexs’ Inx: 
Will you allow me to make what I| consider 
a good suggestion ? 
At this season of the year agents and ad- 
vertisers alike are overwhelmed with circular 





OFf course, if it} 
it would never | 
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remiums from Em- 
so., 28 Reade St., N.Y 


NEWSPAPERS x. 
PATENTS rrizdtfiiey RF: 
BOSTON, cctscty soi vig’ trme Gan’ 


help you? A. k. SPROU L, 265 Washington St. 


X ROADS and BACK LOTS .. 


reached w 2. ) EW NEW AGE. 


WOOD ENGRAVING Gaba] 
$1.00 














Portraits—Made to order from 
Photos. Cheapest new Spaper cuts 
made. Send for co CENTRAL 
PRESS ASSOCIAT’N, Columbus, 0. 





‘San Francisco Bulletin 


rgest evening circulation in California. 


Hig 
THR PEN — TN THE SWORD. 


SPENCERIAN!!! 


GOLDTHWAITE’S 


CEOCRAPHICAL MACAZINE. 
CIRCULATION UNIVERSAL. 


’ . 
Arthur's New Home Magazine 
Illustrated, Philadelphia, guarantees 800,000 
circulation for 1892. Best and cheapest ad vertis- 
ing in America. 


 ALGREAT OPPER 


inch Wa a Rk rz Send d forties” 
pruce St., N 


character, pure tone, family newspaper. 





Y. 


| Write and Draw 
for Pearline and Dr. Pierce’s medicines. F, 


CROSBY, Specialist in the Preparation of 
Advertising Matter, 822 Broadway, N. Y. 





A few more circulars of the 
ANDERSON SHORTHAND TYPEWRITER 
mailed to any address. 

E. T. PIERCE, Gen. Agent, Fayette, Ohio. 





HENEVER an advertiser does business 
with our Advertising Auency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’ * cubeorteten to 
yw A Ink. Address: GEO. P. uL 
& CO., Newspaper Advertising Rt .4 No. 10 
Spruce St., New York. 





announcements of special and holiday edi- THE KEYSTONE LIST 


tions. Some of these appe: 
that a man who does not find the day long | y 
enough has to cast them aside. 

The cost of paper, printin®, envelopes, ad- 
dressing and pe is infinitely greater ny 
the expense of a few lines in Printers’ In 
and if all publishers would submit their -_ 
posals through that medium it would rivet at- 
tention more forcibly than the system which 
costs from 25 per cent to 50 per cent, in many 
instances, 0! of their extra receipts. 

ours truly, Sraniey Day. 





areas to et Goon om letters. Goop! 
H. GOODWIN, 1215 ; Broadway, N. Y. 


AD 
Organs $35 up. Cygne FREE 


BEATTY dante peatiy, Wast'ton, 8-3. 
LETTERS *2C" ts 








ing. Fresh. 
x 3046, Bosto 





are so lengthy | 159 37am lnc etme principally in Pa, and 
one > . Sen 
L. - 


time, entire 
| for list. B NS, 10 Spruce St., N. Y 


Do You Want Agents ? 


have, sent . fer to 
aume agen oe yy tor 
ticulars. Bae ee Vineland, N “ye 


ro ow « RUBBER STAMPS 


Latest Improved I’rocess, Circulars 
free. BARTON MFG, C0., 318 Broadway, N. ¥. 











San Francisco Call. 


Established 
Daily 56,739, Sunday 61 ‘on The Leading 
Newspaper of the Pacific Coast, in Circula- 
tion, Standing, Character and Influence. 
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I'M IN, LOVE X73E. store 


igus othe and 
“stuck,” wri wy A ma y oie ot it 
“EXPERT.” P.O. Box Sis, New York. 


FPVHE PRICE of the American Newspaper | 

Directory is Five Dollars, and the 
chase of the book carries with it a paid = 
scription to Printers’ Inx for one year. A 
dress: GEO. P. KOWELL & CO., Publishers, 
No. 10 Spruce St., New York. 








Numbering & Paging Machine, 
EVERY PRINTING OFFICE SHOULD HAVE ONE. 
NO COUNTING ROOM COMPLETE WITHOUT ONE. 
SEND FOR PRICES AND KL.LUSTRATED CIRCULARS TO 


W. Baumgarten,213 Fayette St.Balto.Md 
‘ 
“Why | am a Universalist.” 


An able, concise, straightforward address by 
J. ¥. T Editors, gponisters, 





Six Cents 
ou. 
c<SON, Akron, Ohio. 


YLASS PAPERS. Trade Papers. Complete 
C lists of all devoted to any of the various 
trades, professions, societies, etc., may 
found in Geo. P. Rowell & Co’s “ Book for 
Advertisers,” which is sent by mail to any 
address on receipt of one dollar. Apply to 
GEO. P. ROWELL CO., Publishers, 10 
Spruce St., New York 


Dodd's Advertize Aer Boston. 
Send for Estimate. } 


4 
RELIABLE DEALING. — CAREFUL SERVICE. 


_w@~ LOW ESTIMATES. 24 

















HIS PAPE R does 1 not insert any anes r 
tisement as reading matter. Everything 
that does appear as reading matter is inserted 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read 


PRINTERS’ 
er | The Evening Journal, 


pur: | 





INK. 


RSEY CITY, N. J. re yo 000. 
Advertisers say it pa 4s 


“PRESSWORK. 


Large Runs Solicited. 
Facilities 300 Reams Daily. 
GIBB BROS. & MORAN, 


PRINTERS, 
45-51 Rose Street, - New York, 


COMPOSITION ELEC CTROTYPING- BINDING. 


CATALOGUE OF 4,000 PAPERS in which 
we own $100,000 worth of advertising 
space that we wish to sell, will be sent to 
any address on receipt of 15 two-cent stamps 
We will receive orders for advertisements 
to be inserted in these papers and accept 
from parties having fair business ratings 
notes coming due after the advertising has 
been placed and its results realized. Address 
ROWELL’S NEWSPAPER ADVERTISING 
BUREAU, 10 Spruce St., New York. 


ACTIVITY. 


Circulation, 33 33,000. 
Rate, $2.80 per inch. 
We go to people who 
BUY. 


AMERICAN SCHOOL 
BOARD JOURNAL, 
New York - - Chicago. 


VERY ONE IN NEED of information on 

the subject of advertising will do well 
to obtain a copy of “ Book for Advertisers,” 
368 pages, price one dollar. Mailed, postage 
paid, on receipt of price. Contains a careful 
compilation from the American Newspaper 
Directory of all the best papers and class 
journals. gives the circulation rating of 
every one, and a good deal of information 
about “ates and other matters pertaining to 
the business of advertising. Address ROW 








ing matter. The cost is 3) cents a line each| ELL’S ADVERTISING BUREAU, 10 Spruce 
issue for two lines or more. St., we 


Che Christian Advocate. 


nei pourarion OVER es OfO COPIES WEEKLY. 
evangelical 


ba eee Christians on this ———_. Its influence among the 
mem mahip 4 the Shure’ Ad every section very extensive. 


Its advertising 
columns are under most careful supervision, n pion be issible that is in any way offensive 
to the most refined taste or of the character of whic these is any reasonable doubt. 

HUNT & EATON, Publishers, 150 Fifth Ave., New York. 





KF the vo. a 
mi; 





Geo. P. Rowell & Co. engage the talents of artists and 
the ability of literary men in the preparation of adver- 
tisements. Attractive advertisements of first-class arti- 
cles not only gain public attention, but are so esteemed by 
publishers that the best positions and lowest rates are 
given for them. Money spent for artistic and elegant 
advertisements is money saved. The greatest care is 
taken that all type shall be appropriate, clean cut and 
carefully set; and that all electrotypes shall be blocked 
truly. 





PRINTERS’ INK. 


Always * 
Advertisers. 


OPINION 


TWO EVERY PERSON who will procure five 

cash subscriptions to PRINTERS’ INK, 
we will send the paper for one year gratis 
anda cloth-bound copy of our “ Book for Ad 
vertisers ;”’ for ten cash subscriptions, a cop. 
of the American Newspaper Directory wilt 
be given as an additional premium. Address 
GEO. P. ROWELL & CO., Publishers, 10 Spruce 
St., New York. 


PUBLIC 


W ashington. 
New Yok. 








THE MANCHESTER 
Letter & Bili File 
Should be used in 
every office. 
Price, 61 & $1.25. 
E. A. GODDING. 
Providence, R. 1. 





MERICAN Newspapers printed in for- 

eign languages. Complete lists of Ger- 
man, Scandinavian, French, Spanish, or 
Portuguese newspapers in the United States, 
or all those printed in any language other 
than English, may be found in eo. 
Rowell & Co’s * Book for Advertisers,” which 
is sent by mail to any address for one dollar. 
Apply to GEO. P. ROWELL & CO., Publishers, 
10 Spruce 8t., New York. 





Every Prominent Location 


IN CHICACO 
Covered by GUNNING'S 


World’s Fair Bulletin Boards 
A MILLION READERS A DAY. 
The R. J. Cunning Co., 


297 Dearborn St., Chicago. 














The National Agricultural and Home 
Monthly: of Greatest Guaranteed Circulation 
West of the Alleghenies. 

LOWEST UNIFORM RATES 

Space sold at the Home or New York Office, 

or at any Good Agency 


The National Journalist, Pub. Co, 


21-25 PLYMOUTH PLACE, 


CHICAGO, ILL., 
classes of fine illustrated cata! 


logu 
, and publishes th the 
tors, = -T and 


“and ‘Territory of the 


-— ™ for dealers 
ters’ mate: 








does all 

book, map and color print 

NATIONAL JOURNALIST, for 
at = ae 


’ INK goes 
Send 2 cents for a 


5 ~<-4 Sageeinry ot National Edito: 
“an <A editor in the United 
States yy oF for the NaTIonaL Jour- 
NALIST, for it is the official of the National 
Association.” 


Editorial 





FRANK LESLIE’S 


Popular Monthly. 


In its 2d volume. 


CIRCULATION, 125,000, 

It has for years proved profitable to the best 
known advertisers. It will pay you. Try it! 
Mrs. FRANK LESLIE, Publisher, 

110 Fifth Ave., New York. 


F YOU WISH to advertise onzenine 





any 


where at any time write to GEO. P. ROW 
ELL & CO., 


Gh 


No. 10 Spruce St., New York 





EEN OF 


OVERMAN WHEEL CO., 


CHICOPEE FALLS, MASS. 
BOSTON. WASHINGTON. OENVER. SAN FRANCISCO 


A. G. SPALDING & BROS., Special Agents, 
Chicago, New York and Philadelphia. 


] 

















IMPROVEMENT 

; STEADY 

; CERTAIN 
LASTING 


Is always noticeable in every business using 
the 


NOVEL, 





ORIGINAL, 
ATTRACTIVE 
Cuts and Reading Matter prepared by 
THE ART LEAGUE, 133 World Bidg., N.Y. 
P.8.—Just a little letter describing your 


iness and wants will secure full particu- 
lars from us, 
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Prompt 
Payments. 


The country printer does not think enough 
of his credit. Many a good printer, by allow- 
ing his bills to run over time, from a month to 
two months, or even longer, has caused the 
city house with whom he is dealing to look 
upon his account with disfavor. ‘It should 
be the pride of every good printer to meet his 
bills the day they became due,” and thus 
inspire the trade with confidence, and make 
his business sought after. 

The W. D. WILSON PRINTING INK 
cO., L't'd, of 140 William St., New York, 
offers inducements to prompt paying pur- 
chasers. Their terms are as follows : 

Bills Payable Quarterly. 

Five per cent discount for pay- 
ment within 80 days from date 
of order. 

Ten per cent discount for cash 
with the order, 


It will pay you to deal with them. 
Send for specimen book and price-list. 





Toledo Blade. 


Average Circulation of 
‘Daily Edition for past 
three 


months, ending 


November 3oth, 
13,550 
Average Circulation of 
Weekly Edition for past 
year, ending with last 
week of November, 
113,211 
For advertising rates in either edi- 
tion address 
THE BLADE, 
TOLEDO, OHIO. 





THE BEAUTIFUL 


Christmas 
Number 


—OF THE— 


NEW YORK LEDGER 


FOR SALE AT ALL NEWS-STANDS 


SATURDAY, DEC. 12, 


—AT— 


5 Cents a Copy. 


41,588,584 
Circulation 


In six months, July Ist to Dec. 3ist, 1890, was 
given by our agency to the 34¢-inch adver 
tisements of 





Scott’s Emulsion 
of Cod Liver Oil 


in Home Print country weeklies. 

Ye believe an investigation would satisfy 
many advertisers that they could use the 
Home Print weeklies to advantage. 


Our Catalogue of this class of 


papers, Second 
Edition for 1891, will ve sent to any adver 
tiser on application, and our method of work 
fully explained. 


N. W. BRANCH, Home Insurance B’ldg, CHILAGU. 
EASTERN BRANCH, 54 Beekman &t., NEW YORE 
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1492) 
1892 
It is the thing that we do 
smartly and promptly that) 
usually turns out right side up 
with care. It’s not well to lose 
half one’s energy making up| 
his mind to do something. | 
‘‘Hit the iron while it’s hot, 
is a pretty good rule to go by. | 
If you write to-day, you can 
get an ‘‘ad” in the Christmas 
Number of The Rural New- 
Yorker. This is to be a spe-| 
cial Columbian quadri- -centen-| 
nial issue, giving a bright and| 
spicy review of farming from 
the squaw-power days of 1492| 
to the steam-power work of 
1891. | 
The time is short. Copy must be in 
by Dec. 1oth. ’Twon’t matter about | 
the price. No extra charge—prices al- 
ways the same. 


THE nypaL Rag co., 
BumLpine, New YOrK. 


Boston, Mass., Oct. 
Publisher Agents Guide : 

We mail you herewith the order for 
fifteen hundred lines in your paper, to 
be used within a year. You asked us 
how the ‘‘ Guide” suited last season. 
In reply will say that, considering the 
advertising rate and circulation, it is 


23rd, ‘gt 


” j one of the best mediums we have ever 


lused. From the advertising in your 
Septeniber issue we have to date traced 
| 1856 CASH ORDERS, and they are 

| still coming in. We are doing a large 
coin business with your subscribers on 
| account of this advertising. 

We do not think that anybody will 
question your circulation after trying 
an advertisement in the ‘‘ Agents 
Guide.” It is one of the few mediums 
that pay well. 

Yours with respect and esteem, 
W. E. SKINNER, 
325 Washington Street. 


For rates address 
The Publisher, 
New York City. 





JAMES 6. BLAINE 


said in his great reply to Gladstone : 
“Our workmen in the manufacture of ta 


r cordage, ginghams, | 
r goods, printing he 
wood manufactures, twines. 


122 Nassau St., 
SHORT TIME or 
trial subscriptions on our 
list. Full year subscrib- 


ers that pay cash in 


advance is the only kind we have. 


nes! More of that kind than any other 


r| weekly agricultural paper in America. 
oth 


bare tees workmen —p ay On for we are 
productions in 


“CANADA 


“ against the competition of the world.” 
trade in Canada, which — 


“Preferred Canadian Papers,” 


Pei!  .eeageuinal 


ted by 


ROY V. SOMERVILLE, 


Special Agent, 
106 Times Building, New York. 
{A amount of space in PrivTers’ INK 








limited 
on my contract for 1892 for sale.) 


SNIDE WATCHES, 


cheap jewelry, nasty 
medicines or real estate 


schemes advertised in 
box shows thousands of dollars’ worth 
of these classes declined each year. 

for anybody. Rates 

uniform, but uniformly 
ders we can give you a rate of 2-5 
cent per line per thousand circulation. 
sult the directories as to our circulation, 
The National Stockman and Farmer, 


our columns at any price. Our ‘‘ Nix” 
SPECIAL RATES 
NO 
low. On long-time or- 
Low enough for honest business. Con- 
Pittsburgh, Pa, 








iain. 3. dsconkiniaibaie 
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for Abdom- 
“ain, Bad Taste in Se. "woth oe 


Face, tarrh, 
Colic, at ion, Chronic 
mic Liver Trouble ny 14 
ordered Stomach, Distress after Eati ¢, Dizzii 
Dysentery, ts Fou psia, Eczema, Flatulence, Te. 
—_ Com Foul Breath, Headache, Heart- 
burn, Hives, Impure Blood, “Jaundice, Kidney 
Complaints, Liver Troubles, aa of A 
Mental Depression, Heusen, 2 Nettle Rash, 
Digestion, Pain in Abdomen, to Rush of 
the H low a 
e 


Feeli: Tor- 
Wa ter 


ry other 
symptom or jisease that re- 
sults from im- blood or 
a failure in the! er r- 
formance of unctions 
by the stom- 





by taking 
con nued tee of the 
rest cure for obstinate 


Tabules 

to the moat = Fg 4 pkg — 

postage paid i.” "dae ie SRIPANS CHEMICAL 
x ew ror! 

Publishers are invited to name a cash 
rate, by mail, for inserting the ._ 
of the above advertisement of Ri 
Tabules, in space of 6 inches sin ~_ 
column, one year; or of its equivalent: 
3 inches double column. Send fullest 
printed information about the paper for 
which a price is quoted. Address 

THe Ripans CHEMICAL COMPANY, 

P. O. Box 672, New York. 


First Issue Next Year 


The Special New Year's Number 
of PRINTERS’ INK will be issued 
January Gth, 1892. Copy for ad- 
vertisements should bein hand one 
week in advance of publication, 

We promise a circulation of not 
less than 50,000 copies. It may be 
a great deal larger. 


Second Issue Next Year. 


A sample copy of Printers’ Ink for Jan- 
uary 13th, 1892, will be sent to every one of 
the 35,500 druggists in the United States and 
Canada. This will be in addition to the reg 
ular issue of the paper. Many thousand 
names are now being added to the mailing 
list of Printers’ INK. 

For the week ending November 2th, 4,284 
new names were led. 

For the week ending November 18th, 2415 
new names were added. 

For the week ending November lith, 1,44 
new names were added. 

For the week ending November 4th, 768 new 
names were added. 

For the week ending October 28th, 709 new 
names were add 





For the week ending October 2ist, 356 new 
names were add 








KEAD 


EVEKY WEEK 
BY 


EVERY 
NEWSPAPER 


PUBLISHER 
IN THE 


QNITED STATES 
AND 
CANADA. 


PRINTERS’ ID INK _ exchanges 


with every 
American and Canadian newspaper. 
Any newspaper not on the exchange 
list of Printers’ Ink will be placed there 
upon application. To reach the news 
paper men of America, especially the 
ublishers, advertise in Printers’ Ink. 

ry it once. Its weekly issue will ex- 
ceed 50,000 copies every week in 1892. 





GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 





Advertisers : 
We Solicit 
Your Patronage. 


If it is your desire to place us in ‘ition to 
serve you to best advantage, you should 
1—Tell us where you wish to advertise ; that is, 
specify the field, or what it is that you wish 
to accomplish. 
2—Tell us how much money you are willing to 
devote to the advertisi: 7 5 4 is, to the first 
order—the one you now have in id. 
3—Send us such information as will enable us to 
prepare a 


adver 





4—Authorize us to procure the best advertising 
we can for you within the prescribed limits. 
If you have no previous acqu 
open account with us and are not accorded a 
good credit in the mercantile agency books 
pS. 4 be well to give references or send a 


We not only prepare 
advertisements, pro) 
erly worded, wi 
proper display, 


Re 
this work, as well as 


» advertisement. 


we make a suitable 
charge. 


Except for regular customers, we do not 
attempt the of for ex- 
tensive Ly os of advertising, yer A it is — 
apparent é beginning a, 
cant expects to pay for the work, ' 
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Read what the leading retail druggists 
of Cincinnati say : 


CINCINNATI, Ohio, April 29, 1890. 
Cincinnati Post: 

Gents—We take extreme pleasure in com 
mending to the business men your valuable 
medium as an advertising journal. We have 
had the finest kind of results personally, and 
heard on all sides flattering indorsements. 

Yours, WEATHERHEAD & Co. 
Cincinnati, Ohio, May 3, 1890. 
To whom it may concern : 

Having advertised in Cincinnati Post, we 
can recommend it, as a paper for advertising, 
to be equal to any — shed in this city. 
Our experience has been more satisfactory 
with it than any other. Respectfully, 

Wuitmort J. HALL & Co, 


Cixcrnxati, Ohio, April 26, 1890. 
To whom it may concern : 

As an advertising medium we consider the 
Cincinnati Post the best paper in this city. 
We have used the columns for some time 
with the best results. Yours truly, 

Frank C, GROTE & Bros. 


CINCINNATI, Ohio, April 28, 1890. 

I regard the Cincinnati Post as the best 

paper we have for most kinds of advertising. 
J. 8. Evans. 
To whom it may concern : 

I consider the Cincinnati Post, as an adver 
tising medium, the paper of this city that 
attracts the masses of the people. My ad 
vertising in the Post has always brought me 
good returns, which was so satisfactory that 
I shall keep it up. mean 4 y ~ 

BocHMER, 


Read what the leading wholesale 
druggists of Cincinnati say : 


Cincinnati, Ohio, April 22, 1890. 
To whom it may concern: 

This is tocertify we consider the Cincinnati 
Post to be, everything considered, the best 
medium for bettering the sale of any article 
in our line in the cities of Cincinnati, Cov 
ington and Newport, and in the territory im 
mediately adjoining. Its efficacy has been 
proven again and again to our satisfaction. 

{Signed.} Jonn D. Parks & Sons, 

CALVERT & Brooks, 
C. Ravcuruss & Co. 
THE + VoGELER Drve Co., 
iow = ROS., 
H. M. Merrit. Co. 





The Cincinnati Post guaran- 
” 
tees a daily circulation to ex- 


ceed 65,000 copies. 


E. T. PERRY, 
86 and 87 Tribune Building, 
New York, 
will furnish rates, sample copies and 


further information, 
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Put 
Them 
On 
Your 
L 


Sunday School Times, 
PHILADELPHIA. 


Presbyterian. 
hoe Observer. 


ist ] Ref'a Church Messenger 
Episcopal Recorder. 
ristian Instructor. 
Christian Statesman. 
Christian Recorder. 
Lutheran. 
BALTIMORE. 


Baitimore Baptist. 
Episcopal Methodist. 
Presbyterian Observer. 








Vale 
BUYERS’ 
WEA 


If you send your order as soon as you 


see this advertisement you will be in 


time to catch the issues of 


THE 
WEEK 

BEFORE 

| CHRISTMAS 


of all 


copies 





these papers. Over 275,000 
read prosperous 


Christmas be 


lovingly in 


homes in which will 


joyfully and bountifully celebrated. 
These papers will point the way to 
many Christmas buyers. 
Copy and orders should reach us by 
December 14th at latest. 


One 
Price 
Advertising 


Without Duplication 
of ae eer 


HOME 
JOURNALS 15 woneness 
Every Week 
Over 275,000 Copies 
Religious Prese 
Association 


-_ 














PRINTERS’ 


INK. 


What Constitutes the Value of a Publication as an 
Advertising Medium ? 


The number of 


PAID YEARLY SUBSCRIBERS 


which that publication has. 


We 
PROVE OUR 
CIRCULATION TO 
EACH ADVERTISER 
Before Payment for 
Advertising is 
Due. 


We Have 200,000 Paid Yearly Subscribers! 
‘Reaching nearly every post-office in the United States. 
THESE PEOPLE OWN THEIR OWN HOMES 
AND MAKE THEM COMFORTABLE! 


THEY ORDER GOODS BY MAIL. 


The Mayflower, 


30 Minutes from New ) FLORAL PARK 


York City, on Long ( 
Island R. R. 


N. Y. 


Advertising Rates Advance 
March Ist, 1892. 





CATCHY 
STRIKING 
STRONG EFFECTS 


iN 
BLACK 
AND 
WHITE 


are much sought after by the leading 
advertisers. They believe that frequent 
changes and attractive advertisements 
are necessary in order to get the best 
results from newspaper advertising. 

We prepare attractive advertisements, 
with or without illustrations, deliver 
our customer the completed advertise- 
ment in the form of an electrotype and 
charge him in accordance with the time 
and talent devoted to his order. 


GEO. P. ROWELL & Co., 
NEW YORK. 


The Seth Thomas Clock Co., 
of Thomaston, Connecticut, and at 
No. 49 Maiden Lane, N. Y., sold 
ten thousand Clocks of this pat- 


from three insertions of an adver- 
tisement in “ Printers’ Ink.” 


WHO 


can tell a better story than this? 


THIS IS A TRUE STORY. 





Rates of advertising in Printers’ Inx; 
50 cents a line ur $100 a page each jssye, 
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** When I drop Allen’s Lists you may safely conclude that I have stepped 
doing business. “FRANK FINCH, Seedsman, Clyde, N. Y.”’ 


Those who have patronized a medium year after year, keeping accurate records of re- 
turns, can best judge of its value. Whenever such records are kept, Allen’s Lists always 
stand at the head of the gilt-edged field. 

OFFICE OF FRANK FINCH, " 
DEALER IN GARDEN, FIELD AND FLOWER SEEDS, 
ALLEN’S Lists, AUGUSTA, MAINE. CLybg, NEw York, September 29th, 1891. ) 

“ Dear Sirs—During the past few years I have been using only the best advertising 
mediums, preferring to extend my business only to that extent which naturally comes ~4 
using what I consider a safe expenditure of cash, rather than by using every publication 
w nich has been offered me, in order to make a‘ big show,’ regardless of results. 

“My advertising, asa rule, has ae paid me. Asa proof of this,I will say that during 
the past two seasons . have added over 51,000 new customers to my list, and my advertisin, 


expenses have been less than $5,000.00. keep a strict account of my returns from eac 
publication. he | 109 letters came to me the t season, in such a condition that I could 
iT 


not trace the publication in which the advertisemen: appeared, and with the exception of 
$27.25 (the contents of the 109 letters), I can tell where every dollar came from. I find, by a 
careful examination, that a good many orders cost me 15 to 20, and even a few as high as 25 
ce nts each to obtain. 
have always considered fe Ladies’ Home Journal one of the very best advertising 
mediums, ~~ still think well of 
ers received from 4A advertisement which appeared in that publication cost 
1044 cents ‘each, and the orders received from the same advertisement in Allen’s Lisis cost 
Bh cents each 
' ‘Tha great many of the best mediums, and must say candidly that I know of 
no other public ation or list that will woe such a volume of business in so short a time and 
at the same cost as ALLEN’s LIsTs. hen I drop Allen’s Lists you may safely conclude that 
l have stopped doing business. 
“ Yours truly, FRANK FINCH.” 


FOR THE SEASON OF 1892, ALLEN’S LISTS MAY BE DEPENDED ON 
AS EVEN STRONGER THAN EVER. 


Allen’s Lists, Augusta, Maine. 


Have You a Friend in Kansas City ? 
Have You a Friend in Kansas ? 

Have You a Friend in Missouri ? 

Have You a Friend in Nebraska ? 
Have You a Friend in the Southwest ? 


ASK HIM IF HE DOESN’T READ THE KANSAS CITY STAR ? 


The Kansas City Star, 


the recognized leading daily and most widely read newspaper in Kansas City 
and vicinity. 


“ Circulation Talks.” 


Daily Guaranteed.Circulation over - - - 45,000 
Weekly “ ” ? - - 80,000 


The largest average circulation of any paper in the United States 
published between Chicago and San Francisco. 


Investigate the standing of the STAR 
and include it in your list, placing your 
order through any general Advertising 
Agency, or apply to 


GEO. E. RANDALL, Eastern Representative, 
Room 7! Tribune Building, New York, 
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ee TI0h ———— __ 
—S= proves git a 


(Rao. mank) 
“THE following are a few of the prominent 
advertisers who have reserved space for 
1892 in order to get in before the 25 per cent 
advance in rates January ist, in the 


Saturday Blade, 
Chicago Ledger 


od Chicago World 


Ayer & Co., C. I. Hood & Co., Dr. Pierce, 
Pears’ Soap, Beecham’s Pills, Chas. A. Vogeler 


Co., the Hostetter Co., Cheney Medicine Co.., 
fAErated Oxygen Co., Hobb’s Medicine Co., Don- 
ald Kennedy, Dr. Owen, Peruna Medicine Co., 
Lyon & Healy, Marchal & Smith Piano Co., 
Price Baking Powder Co., Bryant & Stratton, 
Plymouth Rock .Pants Co., Bauer Piano Co., 
Bradford Co., Chicago Watch Co., Cornish Co., 
Derma Royale Co., Centennial Mfg. Co., Gan- 
nett & Morse Concern, W. Hill & Co., Ingersoll 
& Bros., Yankee Blade, Mme. Velaro, the John 
Wilkinson Co. 


350,000 PROVED WEEKLY 


RATE FOR THE THREE PAPERS COMBINED, $1.50 PER LINE. 


Apply for space to the Agencies, or to 


W D. BOYCE, Chicago. 





PRINTERS’ INK. 


“Detroit News,” 


"Pittsburgh Chronicle Telegraph,” 


a 


“Cleveland Press,” 


C. J. BILLSON, 
86 and 87 Tribune Building, 
NEW YORK. 


= 
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ff” 


Lee 


eZ “THE PIE R. 


——— 


The Seedsmen are making ready to take 
advantage of ‘CoMFORT’S PEERLESS MIL- 
LION.” The coming months will prove to 
all general advertisers who use ‘“ Comfort” 
that it truly stands “THE PEER” of any 
advertising medium in the world. 

Secure space before January Ist if you 


wish to take advantage of the present rates. 
S2)NUNUUNANUAUUAATEAAUOANUEAUAUGEENUAOUOGUOOOUAAAEAUOAUU EU OGOU DAU OEOD EAT HHT 
“Tf you put it tn Comfort it pays.” 

QDDUUOGQOGQDOGNUEGOUAAUUEGOOGUEOOUOOOUOGOUGGDUEAUOGAOEGUOOOOOOOAAU HAUNT 


Space at the agencies or of THE GAN- 
NETIT & MORSE CONCERN, Aucusta, 
MAINE 

New York Office—23 Park Row; W. T. 
PERKINS, Manager. 


= 
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NEW ENGLAND | 
MAGAZINE 


BOSTON, MASS. 


The NEW ENGLAND MAGAZINE, though only a few years old, is the 
peer in point of excellence of the leading monthlies of the times. Not 
is this true of its artistic (NEW ENGLAND MAGAZINE is fully illustrated 
every issue) and mechanical appearance, but also of the quality of its contents, 
which are furnished by the very best authors who never write unless they have 
something to say. Advertisers are fast learning that with its 


30,000 Copies Monthly 


It is a valuable Advertising Medium. 
Send 10 cents for Sample Copy. 


New England Magazine Corporation. 





WomANS HOME JOURNAL, 


BOSTON, MASS. 


One of the very best advertising mediums in the world. Beautifully 
printed. Fully illustrated. Ably edited. One of the most popular ladies’ 
publications in America. The subscription list is rapidly growing and prac- 
tically guarantees for 1892 an average of over 


50,000 Copies Monthly. 


Present advertising rates, 20 cents an agate line. 





2 
DISCOUNTS FOR TIME. DISCOUNTS FOR SPACE. 
‘o be used within One Year from date of order. 
Orders for 3 months... 5 percent. ; 3 per cent. 


“ 6 “ .. 10 “ ctnenpmadhones zs 


12 oe a @ 
Advertisers may use either scale of discounts, but cannot combine the two. 


During November new subscriptions were received as follows : 


Nov. 2, Monday.... | Nov. 10, Tuesday... 61 Nov. . Wotuenty as Nov. 26, a 
Tuesday.. 11, Wednesd’ y 7 7? 9, Thursday .1 
4, i nesday s ” a a 2 a Friday . “158 + Friday .. 934 
Z “ 13, Friday .. 5 °° = Saturday... et .* 4 Saturday.. 139 
“ 4, Sat “ og Monday.. 1 | “ 80, Monday. ..182 
* 49, Satu = | Mende’. 159 | 24, Tuesday... i 
9, Monday”. “ Ti, Tuesday.. 2, Wednesdyi28 Monthly total. .3,105 


a oe 
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|e 1 JEPENDS upon keen observation and | 


correct information whether the news- | 
, Paper selected has the circulation to honestly 
’ render the service required and yield the great- 4 
est returns for the money expended. The 


KANSAS CITY TIMES, 


MORNING, 23,500 
EVENING, - - 25,000 
SUNDAY, - - 44,000 
WEEKLY, - - 40,500 
Is the Turning Point to Success 
It is indispensable to the home merchant and not 
less so to the foreign advertiser who wishes to reach 
Western Missouri, Kansas and Oklahoma—the great 
corn, wheat and cattle belt. Outside of its output 
at home, Tue Times has a larger circulation in Kan- 
sas than any paper printed in that State. 
Ss. C. BECK WITH, 


509 “‘ The Rookery,” 48 Tribune Building, 
CHICAGO. NEW YORK. 


6~ _>» >» , » - 
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“GOLDEN DAYS” 


ENJOYS A WEEKLY CIRCULATION OF 


Character and Influence 


EXCEEDING 123,000 COPIES. 


It is welcomed and read in the family circle in all parts of the 
United States. Its subscription price is $3.00 per year, 


RESPECTABILITY COUNTS 
IN ADVERTISING VALUE, 


as well as in circulation. ‘Golden Days” is pure and elevating 
intone. Expressions of approval are continually being received 
by the publishers, from parents, educators, clergymen and others, 
of the instructive and entertaining contents of “Golden Days” 
and the high moral tone that characterizes its pages. Advertis- 


“GOLDEN DAYS” 


ing in 


if you carefully note the results, will prove to you that it is 


HIGH GRADE AND PROFITABLE. 


HERE IS MORE TESTIMONY. 
Numismatic BANK, | 
89 Court Srreetr, boston, Mass., 11-21-1891. § 
R. A. Craic, Adv. Mgr. “Golden Days :” 

Dear Sirn—Send you by this mail 1% double column advt. for “ Golden Days,” and 
would also inform you that,from a list of the highest grade weeklies I am using, ** Golden 
Days” is the only one in which this advt. will appear. I have been advertising in ‘“ Golden 
Days "for about two years, also in all of the high-priced weeklies and monthlies, and by keeping 
careful account of returns received, I find that “‘ Golden Days” pays. Respectfully yours, 

(Signed) NUMISMATIC BANK, W. VonBercen, Prop’r. 


The above is the unfailing testimony of all who use “ Golden 


Days.” 
RATES ON APPLICATION TO 


R. A. CRAIG, Advertising Manager, 
121 Times Building, NEW YORK. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PRINTERS’ INK affords an excellent means of addressing 
each week more than forty thousand firms or individuals 
accustomed to general advertising. An advertisement 
in PRINTERS’ INK setting forth the merits of any publica- 
tion as an advertising medium is likely to attract the 
attention of these advertisers, many of whom appreciate 
and value Printers’ Ink, because it instructs them con- 
cerning the preparation and placing of effective adver- 
tising. 


FOR ADVERTISERS 


PRINTERS’ INK serves as an exponent of the principles 
of the art of advertising, the advantages of newspaper 
advertising, and offers practical suggestions to news- 
paper advertisers. It also indicates to the inexperienced 
advertiser how, when, and where to advertise, how’ to 
write an advertisement, and how to display one. It con- 
tains in each issue interesting matter—original and se- 
lected—of interest to advertisers, and discusses adver- 
tising topics in an intelligent, impartial and instructive 
manner. 

Subscription $2 a year. 

Advertisements (ordered before Dec. 31st) inserted at 
50 cents a line or $100 a page each insertion. 


GEO. P. ROWELL & CO., Publishers, 
10 Spruce Street, New York. 
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“ Allow me to congratulate you upon the whole idea from cover to cover 
It is one of the neatest and best things | ever saw."—Nath'l C. Fowler, Jr, 
Doctor of Ad: ising 





o> TRE. - 


A MANUAL OF PRACTICAL HINTS FOR 
GENERAL AND RETAIL ADVERTISERS 


This is a helpful little book of 116 pages, 


which ought to be on every advertiser's 
desk. It will be sent upon receipt of price 
(50 cents) by the publishers. 


A man who cannot prepare a good advertise- 
ment should not spend much money for adver- 
tusing. After he has demonstrated his own 
ability he may avail himself of the services of 
others, for he will then be competent to judge of 
the value of the work submutted for his approval 
and acceptance 

It 1s not a difficult matter to write a good ad- 
vertisement ; yet most persons fail—mainly be- 
cause they attempt too much 

In this little book will be found some sugges- 


PREPARATION® ADVERTISEMENTS~ 








tions likely to be of use to a student of the art of 


advertising. * 
New York 


Geo. P. Rowe. & Co., Publishers, 
10 Spruce Street. 
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PRINTERS’ INK. 
DO BUSINESS WITH BUSINESS MEN. 
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The above illustrates the New Building owned and occupied exclusively by 


PENNSYLVANIA GRIT 


At WILLIAMSPORT, PA. 
A Weekly Newspaper circulating extensively throughout Pennsylvania, Ohio, New York. 
Virginia, West Virginia, Maryland, Tennessee, North Carolina, South Carolina and many 


other States, with a sworn weekly circulation of over pag — 
You sow seed in productive ground when you place advertisements in GRIT 


A. FRANK RICHARDSON, 


37 Chamber of Commerce, | 13, 14 & 15 Tribune Building, 
CHICAGO, NEW YORK. 





